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After $12,000 Survey... 
Summerfield Says Citizens Feel the 
Post Office Should Pay Its Own Way 


{that about 65% feel they are get- 


‘ting good postal service, and an-| 


Sen. Gore Questions 
Propriety of Survey; other 26% feel they get “average” 
service. Only 8% said they get 


House Plans Rate Session ‘“Y!<¢ ! 

poor” service. | 
Sen. Albert Gore (D., Tenn.) 
WasHINcTON, Jan. 21—Postmas- attacked the Wengel study, ques-— 
ter General Arthur Summerfield |tioning the propriety of spending | 
today mailed to members of Con- |taxpayers’ money to tell o. spend 


gress copies of a public opinion that the public wants to spend 
the public believes the Post Office ‘Sen. Gore said he would ask the 


(See other story on Page 2) 


survey which reports that 78% of more money to defray postal costs. 


Department ought to take in Office of the Comptroller General | 
enough money from postage to pay ito determine if the $12,000 expen- | 
its costs. diture was proper. | 


Made for the department by the | | 
Wengel Service Corp. of Prince- g In still another development on 
ton, N. J., the survey reported that the “postal front” today, the House | 
67% said no class of mail should ‘post office committee announced | 


-THE NATIONAL NEWSPAPER OF MARKETING 


Now be an owner of 
your favorite company 
for as little as *40 a month 


eccount your share heidings increase 
Auy dividends are paxd to you in cash 1 


‘The Chinene have a proverb A journey 
a miles 


additonal Plans to own shares in other 


nes. 
You have the advantage of « ready- 
bud, 


charges 
Exchange There are no 
penslties if you mums a payment. And 


your quesbons | 


{ 


Own your share of American business 
MEMBER'S NAME and odaress 


SUGGESTED ADS—This is one of the news- 


be carried at less than the cost of ‘that it will hold a secret session | Paper ads which the New York Stock 


handling. ‘to consider a $240,000,000 postal 
The survey showed, however, |rate bill. 

that only 56% approved an in-| The committee held hearings on 

crease in the rate on out-of-town ithe bill (H.R. 6052) last summer, 

letters, as proposed by the Admin- put failed to report a bill before 

istration. On the other hand, 74% |Congress adjourned. There is 

supported an increase for second | known to be substantial resistance 

class mail (periodicals) and 83% to a rate bill among committee 

approved an increase for third members. 

class (circulars). President Eisenhower’s budget 


message today dealt at unusual 
a The Wengel organization said | é A 


‘length with the Administration’s 
the report shows “what the pub- | improving _ postal 


je - \program for 
lic’s reaction to the proposed rate coryices and eliminating deficits. 
increases might be if the popula- 


tion generally were informed about 


| 


Exchange is making available to member 
companies that are participating in the 
/new monthly pay-as-you-go investment 
plan, which starts Jan. 25. 


| 
N.Y. Stock Exchange 


| 


Offers Ad Material 
‘for Investment Plan 


York Stock Exchange is filling re- 
quests from 140 member com- 


those doing business with the pub- 
lic—for advertising and promo- 
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i ‘53 Linage Hits New Peak... 


| 


Justice Dept. 
Investigates Ad 
Industry Groups 


New York, Jan. 21—Rumors 
were hurtling between Madison 
and Michigan avenues this week, 
as word came that the Department 

\of Justice is investigating adver-. 


tions 
laws.” 

The associations under investi- 
gation are the American Assn. of 
Advertising Agencies, Assn. of 
National Advertisers, Associated 
Business Publications, Agricultural 
Publishers Assn., National Assn. of 
Radio & Television Broadcasters 
and Periodical Publishers Assn. 

Reactions to the investigation 


of the federal anti-trust 


were already circulating, the prin- 


cipal feeling was one of puzzle- 


panies—more than one-fourth of ment.*In Chicago, however, the 


| Agricultural Publishers Assn. had 
already taken a stand by week’s 


tions with regard to “alleged viola- | 


varied widely. In New York, where 
New York, Jan. 20—The New Justice Department operatives 


| 


tising and publishing trade associa- | 


current deficits and were exposed 
to the reasons for the increases 
that were given to the people in- 
terviewed in the survey.” 

The Wengel study, which cost 
the Post Office Department about 
$12,000, involved 2,067 personal in- 
terviews with a nationwide cross- 
section of the public. It showed | 


a From a deficit of $659,000,000 in 
fiscal year 1953, the department 
is to operate at a loss of no more 


‘than $440,000,000 in the 12-month 


period which ends June 30 of this 
year, the President said. He pre- 
dicted the deficit would be cut to 


$330,000,000 during the subsequent 


(Continued on Page 4) 


Optimism Prevails at Home Builders Meet: 
Expect Slight Drop in 1954 Construction 


CuIcaco, Jan. 21—Home builders 


David M. Kennedy, assistant to 


tional material for a new monthly | end. 
investment plan which goes into) 
effect Jan. 25. 


Kits containing suggested ads, 


a W. E. Boberg, publisher of The 
Farmer, St. Paul, and president of 


N ewspaper Admen Feel 
TV Threat Is Waning 


Cuicaco, Jan. 20—Newspaper 
admen are confident that they will 
‘do well in 1954. 
| Two years ago they worried ov- 
,er the threat of tv to their na- 
tional accounts. Last year they 
thought they could meet the 
‘threat. As the Newspaper Adver- 
tising Executives Assn. conven- 
tion closed here today, the admen 
were sure they had convinced 


For other news and pictures of 
the NAEA convention see Pages 
24, 58 and 75. 


advertisers and agencies. that 
newspapers do a job that no other 
medium can equal. 

Retiring President Larry Knott, 
Chicago Sun-Times ad director, 
gave the first big boost to news- 
paper spirits when he announced 
that Media Records had informed 
him that newspaper linage last 
year set a new record. 


® Total advertising in 52 cities 
measured by Media Records was 
up 4.1% over 1952, the previous 
record. Automotive paced the gain 
with a 30.3% increase; general ad- 
vertising rose 6.9%. 

Mr. Knott’s announcement was 


followed by a presentation, made 


by Otto Silha, National Newspaper 
Promotion Assn. president, and 
Clarence W. Harding, NNPA past 
president, who unveiled a research 


radio talks and television pro- 
grams, in addition to information | 


(Continued on Page 79) 


(Continued on Page 75) 


about the plan, have been distrib- * 
uted to all member companies of | A t k F ght 
the exchange. uloma ers fl 
This week the financial pages of | 
newspapers across the country car-_ W 
ried ads for several brokerage 
firms participating in the plan. | 
Chicago papers, for example, car-| Detroit, Jan. 21—This was a) 
ried ads by Merrill Lynch, Pierce, big week in the auto industry, as 


and government leaders turned the Secretary of the Treasury, fol- 
thumbs down on talk of a depres- lowed the same line of reasoning 
sion in 1954 as optimism prevailed when he said: 
this week at the annual convention | “Adjustments are bound to come 
of the National Assn. of Homejand to bring with them many 
Builders. | problems. We have passed from a 
In fact, the consensus was that seller’s to a buyer’s market. The 
the number of houses built this consumer is again king. Sales of 
year would not fall far short of consumer goods, not just produc- 
the 1,100,000 new units constructed tion, will have to be given thought 
in 1953. _and effort. Costs and prices also 
Emanual E. Spiegel, outgoing will have to be brought into focus. 
president of the association, pre- Some of these have been over- 
dicted that at least 975,000 new | shadowed, if not almost complete- 
housing units would be built with-| ly ignored, for a long time under 
in the next 12 months. His suc- | inflationary conditions.” 
cessor as president, R. G. Hughes, Walter Williams, Under Secre- 
said that within the next 10 years, | tary of Commerce, reiterated faith 
the average number of houses con- in America’s economic future 
structed annually could total about | when he said 1954 would be a 
1,400,000. He cited an increasing | year of “perfectly normal adjust- 
population, larger families, and|ment in the operation of a free 
the need to replace existing houses | economy.” 
as the three fundamentals in the) 
constant demand for additional) = Among new sales techniques 
dwellings. discussed at the convention was 
|the growing business in trade-ins. 
= Speaking before the convention, | Predictions were made that the 
Rep. Jesse P. Wolcott (R., Mich.),|day is coming when trade-ins on 
chairman of the House banking) homes will be just as popular in 
and currency committee, sharply the housing industry as they are 
criticized those who are trying to in the automobile industry. 
“talk” the U.S. into a recession | John R. Worthman, Fort Wayne 
for “political expediency.” (Continued on Page 78) 


Fenner & Beane; Thomson & Mc- 
Kinnon; Goodbody & Co.; Paine, 
Webber, Jackson & Curtis, and 
others. 


ws This marks the first time in its 
162-year history that the New 
(Continued on Page 8) 


in one way or another each of the! 


“big three’ automakers launched 
a full-scale public relations attack 
on rumors of cut-backs and low- 


‘ered sales which have recently 


been gnawing away at morale. 
Biggest salvo of all was fired in 
New York by General Motors 


Last Minute News Flashes 
Northcross Succeeds Foster as Esty TV Head 


New York, Jan. 22—Kendall Foster, v.p. in charge of television at 
the William Esty Co. since 1950, has resigned. He had been with the 
agency for 11 years. Samuel H. Northcross, v.p. and business manager 
of the tv department, will take over the direction of the department. 


Mrs. Vann Sells Interstate United Newspapers 

PittspurGH, Jan. 22—Mrs. Robert L. Vann, president and majority 
stockholder of Interstate United Newspapers, which represents Negro 
weeklies for national advertising, has announced transfer of control- 
ling interest in IUN to Ben B. Smith and John J. Messman, of the 
Smith-Mann Syndicate, and producers of Courier comics. Mr. Smith 
will be president and treasurer and Mr. Messman will be v.p. and sec- 
retary of IUM. Mrs. Vann, who is president and publisher of the Pitts- 
burgh Courier Publishing Co., remains as a board member of IUN. 
Interstate is now considering publication of a full-color supplement 
for the group’s newspapers. 


Sid Ward, Y&R Copy Director, Will Retire April 1 
New York, Jan. 22—H. S. (Sid) Ward, v.p. and copy director of 
Young & Rubicam, will retire April 1 after 30 years in advertising. 
(Additional News Flashes on Page 79) 


‘Recession’ Rumor 


ith Expansion Plans and TV Talks 


when Harlow H. Curtice, GM’s 
announced plans for 
spending $1 billion in expansion 
in the next two years. Soon after- 
ward, Alfred P. Sloan Jr., chair- 
man of the board, said that even 
this huge ante was too modest. 
“In my _ opinion,” said Mr. 
Sloan, “it will probably be closer 
to $1.5 billion, and perhaps over 


president, 


|a three-year period. It will be, in 
fact, whatever is necessary.” 


= The term “whatever is neces- 
sary” could also be applied to a 
couple of other developments here 
in Detroit this week, as follows: 

1. Both Ford Motor Co. and the 
Dodge division of Chrysler Corp. 
are holding massive national sales 
conferences via closed circuit tel- 
evision—Dodge, tomorrow night, 
and Ford on Jan. 28. The idea 
in both cases seemed to be to boost 
sagging dealer morale in the face 
of tightened competition and “re- 
cession” scares. 

2. In addition, Dodge will an- 
nounce on its tv sales show an ex- 
pansion of its ’54 ad budget to 
nearly $12,000,000—the largest in 
the history of the company, and a 
$3,500,000 increase over last year. 
Most of the increase will go into 


(Continued on Page 79) 
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Color TV Publicity 
May Help B&W Sales 


NBP’s Silver Quill 
Given to V.P. Nixon 
at Awards Dinner 


WASHINGTON, Jan. 18—Some 700 
industrialists, government officials 
and publishers gathered here Sat- 
urday night to watch Vice-Presi- 
dent Richard Nixon receive the 
Silver Quill award of National 
Business Publications from the 
hands of Harvey Conover, presi-: 
dent of Conover-Mast Publications 
and chairman of NBP. 

*The award is given by the as- 
sociation each year to the individ- 
ual who is judged to have per- 
formed the greatest service to 
American business and industry 
during the previous year. Mr. 
Nixon’s award was largely due to 
the good will he engendered on his 
recent Far Eastern tour, and am- 
bassadors of the various countries 
he and Mrs. Nixon visited were 
among the distinguished guests at 
the head table during the dinner. 


ws Before the award was made at 
the formal dinner, numerous in- 
dustrialists and government offi- 
cials made three-minute talks an- 
swering specific questions about 
the economic and government out- 
look, in answer to questions pro- 
pounded by Mr. Conover. 

Among those who participated 
were Harry A. Bullis, chairman of 
the board, General Mills Inc.; 
Byron A. Gray, chairman, Inter- 
national Shoe Co.; F. G. Gurley, 
chairman and president, Santa Fe 
Railroad; Roy T. Hurley, chairman 
and president, Curtis-Wright 
Corp.; Edmund F. Mansure, Gen- 
eral Services Administration; 
William McChesney Martin Jr., 
Federal Reserve Board; Col. Wil-. 
lard F. Rockwell, chairman, Rock- 
well Mfg. Co.; William P. Rogers, 
Deputy Attorney General; Gen. 
Lemuel C. Shepherd Jr., comman- 
dant, U. S. Marine Corps; Harold 
E. Talbott, Secretary of the Air 
Force; Walter Williams, Under 
Secretary of Commerce, and oth- 
ers. 


ws The dinner was preceded by a 
two-day meeting of the Society of 
Business Magazine Editors, with 
speakers including Adm. Lewis L. 
Strauss, chairman of the Atomic 


Energy Commission, and Joseph! 


Campbell, member of the commis- 
sion; Rep. Joseph W. Martin Jr., 
Speaker of the House of Repre- 
sentatives; and Donald A. Quarles, 
Assistant Secretary of Defense. 
The editors devoted the entire 
Saturday morning session to a 
discussion of art, layout and format 
problems, with George Samerjan, 


Set Makers Stressing 
Long Wait Ahead for 
Low-Price Color Tubes 


Cuicaco, Jan. 20—Color televi- 
sion made one big impression upon 
retailers here last week for the In- 
ternational Home _ Furnishings 
Market and the National Appli- 
ance & Radio-TV Dealers Assn. 
meet: Color, if handled right, will 
sell a lot of b&w sets. 

They, and the set manufactur- 
ers, see color as no serious threat 
this year, but hedge the prediction 
with another “if’—if people don’t 
get the idea that they will be able 
to buy a color tv set in a few years 
at the same price b&w sells for 
now. 

One set maker representative 
gave this opinion: “All we have 
to do is show a $1,000 color set 
with a 12%” screen next to a 21” 
b&w set with a $200 tag.” 


@ Several distributors, however, 
registered complaints. 

“I don’t see why they ew man- 
ufacturers] don’t stop all this talk 
about color prices coming down 

(Continued on Page 64) 


former art director of Esquire and 
related publications, and currently 
an art consultant, running through 
editorial material in about 40 
member magazines, with critical 
comments. 


Johnson Heads New District 
of Advertising Federation 

The third district of the Adver- 
tising Federation of America, com- 
prising advertising clubs of the 
states of North and South Caro- 
lina and Virginia, has been organ- 
ized at Raleigh, N. C., with Shields 
Johnson, general manager of Ro- 
anoke Newspaper Corp., as the 
district’s first governor. 

Other officers elected are T. S. 
Ferree, Ferree Studios, Raleigh, 
lst lt. governor; George Barber 
Jr., WGBG, Greensboro, N. C., 2nd 
It. governor; E. B. Campbell, 
Lynchburg-Westover Dairies, 
Lynchburg, Va., treasurer, and 
Mrs. Kay Lee, Smartwear-Saks, 
Roanoke, secretary. 


Detroit Art Directors Elect 

Ray Colby of Ford Motor Pub- 
lications has been elected presi- 
dent of the Art Directors Club of 
Detroit. Other officers elected are 
Leonard Anderson, J. Walter 
Thompson Co., Ist v.p.; Robert 
| Hungerford, Campbell-Ewald Co., 
2nd v.p. and secretary, and Rob- 
ert Andrus, Kenyon & Eckhardt, 
treasurer. 


Horchler to ‘Hydraulics’ 
Bennett H. Horchler, formerly 
/assistant publisher and advertis- 
ing director of Skyways, has been 
appointed general manager of Ap- 
plied Hydraulics, Cleveland. 


QUILL WINNER—Vice-President Richard Nixon and Mrs. Nixon admire the shining 
Silver Quill award Mr. Nixon received last week at the National Business Publica- 


Conover-Mast Publications and 


tions meeting in Washington. Presenting the trophy is Harvey Conover, president of 


new board chairman of NBP. 
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CANNED BREAD—Displays like this have 
been introducing Philadelphia Food Fair 
c s to canned bread put out by 
Canned Bread Specialties Co., Philadelphia. 
The company is introducing the new prod- 
uct in New York and New England markets. 


Philadelphia Firm 
Introduces Canned 
Bread to Consumers 


PHILADELPHIA, Jan. 19—Canned 
Bread Specialties Co. is introduc- 
ing its line of Oven Fresh vacu- 
um-baked bakery products in 
New York and New England, fol- 
lowing a successful test in the 
Food Fair Stores here. 

Donald A. Battiste, president of 
Canned Bread Specialties, holds 
patents on the new vacuum-baked 
products. This process, it is 
claimed, offers the consumer for 
the first time a line of bread and 
cakes that are baked in the can 
and sealed airtight at baking heat. 
By sealing in the oven freshness, 
it is said, stale bread and cake 
can be made a thing of the past. 

An initial market test was run 
by Philadelphia Food Fair Stores 
to determine acceptance of the 
line. The reaction reportedly just- 
ified extending distribution. News- 
paper advertising and tv spots 
were used in Philadelphia by Food 
Fair Stores, in cooperation with 
the manufacturer, and similar ad- 
vertising is planned in other terri- 
tories. 


+ 


= The line includes both regular 
and dietetic products. Included 
are whole wheat bread, plain and 
seeded rye bread, gluten bread, 
white bread, corn bread, pumper- 
nickel and four varieties of canned 
cakes. A loaf of white bread re- 
tails at 37¢ a can, whole wheat 
bread is 41¢, and gluten bread 56¢. 

No plans have been formulated 
at this stage, AA was told, for any 
national advertising campaign. All 
advertising will be at the local 
level in cooperation with regional 
distributors. Present plant capac- 
ity is about 2,000 cases, or about 
48,000 cans a day. 

National sales are being han- 
dled by P-G Sales Corp., New 
York. 


Coate Heads Ink Makers 

Weldon R. Coate, v.p. of Gen- 
eral Printing Ink Co., midwestern 
division of Sun Chemical Corp., 
and general manager of American 
Printing Ink Co., has been elected 
president of the Chicago Printing 
Ink Makers Assn. Other officers 
elected are Herbert Gaetjens, 
Gaetjens, Berger & Wirth Inc., 
v.p.; Paul R. Greenman, Charles 
Eneu Johnson Co., treasurer, and 
Daniel P. Novak, executive sec- 
retary. 


Harrison Joins Ad Group 

Lester Harrison Inc., New York, 
has been elected to membership 
in the National Federation of Ad- 
vertising Agencies. The group, 
with headquarters in Los Angeles, 
now has 25 members. 


Pavone Joins Frankfort 

Emil A. Pavone has been ap- 
pointed manager of retailer rela- 
tions in the trade relations depart- 
ment of Frankfort Distillers Corp., 
New York. 


|The Postal Situation... 


Advertising Age, January 25, 1954 


Postal Committee Offers Plan to Save 


Summerfield Says Fuller 
Group ‘Obscures Facts’; 
Calls Report ‘Ridiculous’ 


WASHINGTON, Jan. 20—Oper 
warfare flared up today between 
Postmaster General Arthur Sum- 
merfield and the 10-man advisory 
council of the Senate post office 
committee, which reported yes- 
terday that “hundreds of millions” 
of dollars could be clipped from 
Post Office operating costs. 

The advisory group, led by Wal- 
ter Fuller, chairman of the board 
of Curtis Publishing Co., had been 
set up under a special Senate res- 
olution appropriating $100,000 for 
an exhaustive study of postal op- 
erating methods and policy. 

In its report to the Senate post 
office committee yesterday the ad- 
visory council made 28 sugges- 
tions, including a proposal for a 
rate formula which is supposed to 
eliminate the continuing debate 


ment’s deficits. 

The most important savings 
promised in the advisory commit- 
tee report would come from more 
efficient use of 


and from the elimination of un- 


introduction of labor-saving ma- 
chinery, development of work 
standards and modern personnel 
policies. 


= The report conceded that many 
of the money-saving ideas will be 
a long time paying off. It agreed 
that Congress will have to con- 


over responsibility for the depart-_ 


transportation | 
facilities—including increased use| 
of trucks and overnight freight, 


necessary post offices and routes. | 
Other suggestions called for the 


‘Hundreds of Millions’ of Dollars 


;Sider an immediate rate increase, 
particularly if it intends to ap- 
prove postal pay increases this 
year. 

The report all but says Congress 
should go ahead with a hike on 
first class mail. It points out that 
‘second class has been increased 
30% since 1952; third class 50% 
since 1948, and fourth class 100% 
since 1948. 

“First class is the basic and all- 
inclusive category of mail serving 
both personal and business needs,” 
the council observes. “Post Office 
facilities were designed primarily 
for this class, and it receives pri- 
/ority of service over all other 
classes of mail. The Price, Water- 
house report prepared for the 
council indicates that proper book- 
keeping allowances for these fac- 
tors would show that first class 
is now being handled at a substan- 
tial loss. Congress has not in- 
creased the rate on first class mail 
‘in 21 years. It has been 3¢ since 
| 1932. 


| 

'a “While it is apparent that ad- 
|ditional revenues will be needed 
'to offset, at least partially, any 
'prospective salary increase for 
postal workers, rate increases 
should be held to a minimum until 
the major efficiency recommenda- 
|tions of this report have been ac- 
‘complished and a sounder, more 
‘realistic basis for the setting of 
rates can be established.” 

| The report also deals at length 
‘with existing limitations on parcel 
‘post shipments, arguing forcefully 
that restrictions on shipments be- 
tween first class offices, adopted 
‘to divert business to Railway Ex- 


| (Continued on Page 62) 


Consent Judgment Writes ‘Finis’ to Bitter 
Four-Year Hassle Between A&P, Government 


New York, Jan. 19—What was 
at one time a very bitter battle 
between the 
Great Atlantic & Pacific Tea Co. 
came to a peaceful and more or 
less amicable end here today. 

A consent judgment filed in the 
federal court terminated the civil 
anti-trust suit filed against the 
grocery organization on Sept. 15, 
1949. 

Within a week after the suit was 
filed in 1949, A&P began running 
a series of newspaper advertise- 
ments defending itself which 
brought warm support from large 
segments of the public, the press 
and many competitors of the com- 
pany and bitter denunciations of 
A&P’s public relations effort from 
the Democratic administration and 
the then Attorney General J. How- 


We Strocthectlagr 
the Sinartost label 


freshing ... 10 popular 
with Canadians be- 
couse it is brewed 
specifically to meet the 
exacting stondards of 
Conadion taste. 


Rice Brewed TO THE CANADIAN TASTE 
a ~ Knmenets > 


NEW LABEL—Dow Brewery, Montreal, 

credits this new label with helping boost 

its sales 35% in five months. Because 

Canadian restrictions prohibit showing the 

product in the ad, Dow uses just the label 
to get product identification. 


government and! 


ard McGrath (AA, Sept. 26, °49, 
et seq.). 

-@ With the conclusion of the suit 
‘today, both sides seem to be more 
‘than mollified. A&P will not have 
‘to break up its chain of 6,000 re- 
tail stores in 40 states into seven 
|independent geographical units, as 
‘the Justice Department had orig- 
inally demanded. But it will have 
'to dissolve its produce buying sub- 
' sidiary, Atlantic Commission Co. 
| According to the government, 
‘the subsidiary had been acting in 
‘an inconsistent dual role as a buy- 
er for the A&P stores and as a 
selling agent for A&P suppliers 
which also sell to its retail com- 
| petitors. 

In addition to dissolving At- 
lantic Commission, the consent 
judgment requires the chain to: 

1. Sell the food it produces at 
prices ‘no higher and on terms no 
less favorable” than those at which 
it sells to its own retail corpora- 
tions. 


a 2. Not take a discount knowing- 
ly, the rate of which is based on 
the quantity bought by more than 
one A&P unit, except in the case 
of carload or truckload allowances 
and label or container allowances. 
The company is also restrained 
from merging any two or more of 
its 37 units to qualify for a high- 
er discount. Its geographical di- 
visions are subdivided into units 
consisting of a wholesale ware- 
house and a group of retail stores, 
according to a provision of this 
judgment. 

3. Refrain from selling below 
cost in some areas and recouping 
the resulting losses through sales 
at higher prices in other, less com- 


(Continued on Page 81) 
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Bendix Joins Coat 
Maker in Campaign 
to Promote Orlon 


New York, Jan. 


women’s coats—and vice versa. 
In a nationwide joint promotion, 
kicked off with a double spread 
in the Jan. 25 Life, Princeton Knit- 
ting Mills, House of Swansdown 
Inc., and the Bendix Home Ap- 


pliances division of Avco Mfg. Co. 
are combining efforts to show con- | 
sumers that pastel tinted coats | 


made of Orlon fleece are washable 
at home. 


In leading department stores. 
throughout the country, Bendix | 


washer and dryer units are being 
set up in high-fashion coat de- 
partments, while garment displays 
and laundering demonstrations 
take place in appliance depart- 
ments. 


a Among the stores which have 
such promotions scheduled are 
Pogue’s, Cincinnati; J. L. Hudson 
Co., Detroit; Wanamaker’s, Phila- 
delphia; Jordan-Marsh, Boston; 
Bon Marche, Seattle; Hutzler 
Bros., Baltimore; Macy’s in both 
Kansas City and San Francisco; 
Davison-Paxon, Atlanta; B. Alt- 
man and Lord & Taylor, New 
York; Burdine’s, Miami; Henry C. 
Lytton and Marshall Field, Chi- 
cago, and I. Magnin’s in several 
California communities. 

Each Swansdown coat, manufac- 
tured of fabric supplied by Prince- 
ton Knitting Mills, the textile in- 
dustry’s largest manufacturer of 
knit goods, carries a die-cut label 
picturing the Bendix washer. Com- 
plete washing instructions are fur- 
nished, according to which a 
housewife can wash and dry her 
Orlon coat in no more than 17 
minutes. 


w In specialty stores having no ap- 
pliance departments, arrangements 
have been made either for the 
Bendix distributor to supply wash- 
ing and drying units, or for co- 
operative promotions to be under- 
taken with the leading Bendix 
dealer in the city. 

According to William A. Mac- 
Donough, Avco’s director of mer- 
chandising and advertising, deal- 
ers are being supplied with special 
promotional material, including 
mats for local advertising, litera- 
-ture, fabric displays and special 
window displays. It is estimated 
by J. David Haft, president of the 
House of Swansdown, that news- 
paper advertising backing the pro- 
motion to be used by retailers at 
the local level will exceed 1,000,- 
000 lines. 


19—Washing 
machines are now helping to sell 


Liggett & Myers 


IR more than thirty years we have used 
research day in and day out learning about 
tobaccos and cigarettes in the public's interest. 
Continuously we and our consultants have 
analyzed, experimented with and smoked all kinds 
of tobaccos ... especially Southern Bright, Burley, 
Maryland and Turkish cigarette tobaccos. 

Our own cigarettes and competitive brands have 
been submitted to the most exacting scientific scru- 
tiny including thousands of analyses of millions of 
pounds of tobaccos. 

From all these thousands of analyses, and other 
findings reported in the leading technical journals, 
our Research Department has found no reason to 
believe that the isolation and elimi of any 
clement native to cigarette tobaccos today would 


an 


3 Brands 


Tested and Approved by 
30 Years of Scientific 
Tobacco Research 


DIFFERENT APPROACH—Liggett & Myers 


constont scientific enelyses within ovr 


Tobacco Co. says... 


For four years we have maintained in the smok- 
er’s interest an intensified larger scale diversified 
research program. A half-million dollar 30-ton 
machine, the world’s most powerful source of high 


voltage electrons, designed solely for our use has 
tested tens of thousands of cig This prog 


has already given to us direct and significant infor- 
mation of benefit to the smoking public. 

Our consultants include Arthur D. Little, Inc. 
of Cambridge, Massachusetts, “one of the largest 
and most reputable industrial research organi 
tions in the country” (From Business Week 
Magazine) and t scientists from leading 
universities. 

Today the public can confidently choose from 
a variety of brands—by far the best cigarettes 


Kppeitotigatairtown 


toboccos ore under 


of 


Coprnghe 1994, LicceTt &@ Mans Tosacos Om 


ran large space newspaper ads like this 


last week to tell about the research it has been conducting. The company asserts 

that after “thousands of analyses of millions of pounds of tobaccos” its research 

department “has found no reason to believe that the isolation and elimination of 
any element native to cigaret tobaccos today would improve smoking.” 


matic equipment.” 

Other tie-in advertising includes 
Bendix trade promotion in Elec- 
trical Merchandising and Retail- 
ing Daily, and advertisements in 
February issues of Vogue and T 
New Yorker. The latter two will 
be placed by E. I. du Pont de 
Nemours & Co., which makes the 
Orlon fibre which goes into the 
fabric from which the coats are 
made. 

Sterling Advertising Agency, 
New York, placed the Life ad for 
Swansdown. 


Knight to Meldrum & Fewsmith 


| Karl E. Knight, previously pub- 
lic relations director for the De- 
'troit Water Department, has 
‘joined the staff of Meldrum & 
-Fewsmith, Cleveland agency, to 
work on contact and copy. 


Samuel Silverstein, Princeton’s | 


sales promotion manager, believes 
that by mid-summer “more than 
half a million women will be 
wearing coats made of modern 
wonder fabrics that can be com- 
pletely laundered at home in auto- 


Dick Lewis Names Haggstrom 

Art Haggstrom has been ap- 
pointed to handle the new product 
design division of Dick Lewis Stu- 
dios, Chicago advertising and en- 
gineering art studio. 


WHAT 1S?—This Life spread kicks off a j 


ioint promotion by the Bendix Home Appli- 


ances division of Avco Mfg. Corp., Princeton Knitting Mills and House of Swansdown 


Inc. to promote Orlon coats. Retailers’ 
campaign, and special department 


newspaper support will be given to the 
store displays have been arranged. 


Canadian and U. S. 
Newsprint Records 
Broken in 1953 


New York, Jan. 19—Both Ca- 
nadian production and U.S. con- 
sumption of newsprint set new 
records in 1953. 

Canadian output reached a rec- 
ord high of 5,721,296 tons, the 
Newsprint Service Bureau reports. 
Consumption of newsprint for all 
purposes in the U.S. last year is 
reported by American Newspaper 
Publishers Assn. as 6,142,897 tons. 

Canadian production was 0.6% 
higher than in 1952. Total esti- 
mated consumption in the U.S. 
was 2.6% more than in ’52. 

Newspapers reporting to ANPA 
used 4,668,602 tons of newsprint 
in ’53, an increase of 2.6% over 
52 and 3.5% over ’51. 

U.S. production of newsprint in 
53 is reported by the bureau as 
1,083,982 tons, a decline of 5.5% 
below ’52. Reduced domestic pro- 
duction resulted in a net conti- 
nental decrease of 0.4%, or 28,637 
tons. 


Clark to Wank & O'Rourke; 
Agency Adds New Account 

Robert N. Clark Jr., formerly 
medical service representative for 
Warren-Teed Products Co., Co- 
lumbus, O., has been named as- 
sistant account executive of Wank 
& O’Rourke, San Francisco. 

The agency has recently been 
named to handle advertising and 
publicity for Pacific Transport 
Lines, which will use newspapers 
and shipping publications in an 
expanded 1954 ad campaign. 


Beecher Joins Dancer 

George N. Beecher, formerly v.p. 
of Kenyon & Eckhardt, has joined 
Dancer-Fitzgerald-S ample, San 
Francisco, as v.p. and account ex- 
ecutive. 


Fox Joins William Small 
William J. Small Advertising 

Agency, Boston, has appointed 

Dan Fox associate art director. 


General Cigar Finds Both Sales and 


New York, Jan. 19—With the, 
cigaret manufacturers on the run, 
trailing their lagging sales rec- 
ords behind them, it’s comforting 
to find that someone in the tobac- 
co business is doing well. 

That someone is General Cigar 
Co., second largest cigar manu- 
facturer in the country. Its pres- 
ent fine state of health was 
sketched last week by its presi- 
dent, Julius Strauss, in a speech 
before the New York Society of 
Security Analysts. 


= Among Mr. Strauss’ chief talk- 
ing points were the following: 

1. Sales and earnings are up for 
1953. Sales alone have been ris- 
ing steadily for several years, 
“much more than the average of 
the industry.” 

2. Cigar manufacturers would 
seem to have little to fear from 
the “alleged relationship of ciga- 
ret smoking and lung cancer” 
which has recently been panick- 
ing the trade. Mr. Strauss quoted 
his research director, Dr. W. G. 
Frankenburg, to the effect that, 
according to outside-the-trade re- 
search over the past 18 years, the 
incidence of lung cancer among 
cigar smokers is as low as among 
non-smokers. Dr. Frankenburg, 
in fact, called for further research 
into the tobacco-cancer question. 


# 3. Consumer-conscious product 
improvement and advertising have 


paid big dividends in General Ci- 
gar sales. Mr. Strauss cited the 


Smokers Healthy; Asks More Study 


development of the White Owl and 
Robert Burns panatellas, the Rob- 


ert Burns Cigarillos, and the adop- 


tion of “a much more aggressive 
sales policy, placing particular 
emphasis on intensive merchan- 
dising.” 

He also noted a realignment of 
advertising policy through a 
change in advertising agencies 
(shifting Robert Burns from Don- 
ahue & Coe to Young & Rubicam). 
“Today our White Owl and Rob- 
ert Burns brands are handled by 
an outstanding advertising agen- 
cy, and we think the change is for 
the good,” Mr. Strauss commented. 

4. According to its president, 
General Cigar is the only cigar 
company in the U.S. engaged in 
“systematic scientific research.” 
Aside from reassurance on the 
score of cancer, latest achieve- 
ment of the 14-year-old Lancaster, 
Pa., laboratory is the development 
of the “Homogenized Tobacco 
Leaf,” he told the stock analysts. 


@ General Cigar’s new leaf, as 
Mr. Strauss described it, is tobac- 
co that has been shaped into a 
continuous band _ adaptable for 
fully-mechanized cigar wrapping. 
With the new “man-made” leaf, 
General Cigar expects to cut the 
crews operating its high-speed ci- 
gar machines by 25 to 50%, he 
said. 

First commercial application of 
“H.T.L.,”—in May, 1953—was as 
a binder for the firm’s new Wm. 


(Continued on Page 6) 


ing sustain the present boom? 

“Perhaps, but probably not,” is 
the answer given by John E. 
Jeuck, dean of the school of busi- 
ness at the University of Chicago. 

Mr. Jeuck told a meeting of the 
Junior Chamber of Commerce here 
today that business can do a bet- 
ter job of getting the consumer to 
spend his money in 1954 through 
more attractive prices and prod- 
ucts than through “hard sell” 
methods. He pointed out that ac- 
cording to most calculations, the 
consumer will have to be persuad- 
ed to part with some $11 billion in 
the coming year in order for the 
gross national product to grow to 
the estimated $378 billion needed 
to maintain the 1953 low levels of 
unemployment. 


a This additional consumer spend- 


Lack of Newspaper 
Linage Hurts Men’‘s 
Wear Industry: Bach 


New York, Jan. 19—The men’s 
wear industry’s “chronic crisis of 
under-consumption” is due to the 
failure of retailers to use enough 
newspaper linage to influence 
consumer demand, according to 
Henry Bach Associates in its 
monthly “Bach Letter.” 

The agency also said the indus- 
try is under-promoted at the na- 
tional consumer level, pointing 
out that the entire field last year 
spent less than one-half of 1% of 
its wholesale volume in national 
consumer publications, “less than 
$14,000,000 on a wholesale business 
of more than $3 billion.” 

Men’s wear retail advertising is 
lagging because of “a defeatist 
policy of surrendering to any 
softness in consumer buying” and 
because of increasing timidity “in 
\the face of intensified competition 
for the consumer dollar,” accord- 
‘ing to Bach. 


Lower Prices and Better Products, Not ‘Hard 
Sell,’ Will Sustain Boom in 1954: Jeuck 


Cuicaco, Jan. 19—Can advertis- |ing must come from the consum- 


er’s savings, he said, which means 
that business must compete with 
the buyer’s wish to save. In gen- 
eral, he asserted, the public, ex- 
posed to advertising on all sides, 
has grown immune to most adver- 
tising. 

Mr. Jeuck criticized the doctrine 
of increased advertising and sales 
promotion to curtail recession 
tendencies on two counts. 

First, he said, with all industries 
and businesses increasing promo- 
tion, one segment of an industry 
can prosper only at the expense of 
another segment. This means that 
the over-all economic picture will 
not be improved, unless the in- 
creased effort actually persuades 
the buyer to part with or defer his 
savings. 


a Second, Mr. Jeuck pointed out, 
while there can be little doubt that 
consistent and widespread adver- 
tising is salutary—especially in a 
wealthy economy such as ours, 
where secondary economic factors 
such as consumer attitudes are 
highly important—its effect in a 
short period of time may be doubt- 
ful. 

With the consumer battered by 
ad drives on all sides, the total 
result may be to cancel out the 
effectiveness of most advertising. 
He suggested that the extent of ad- 
vertising expenditures should be 
worked out by each company in 
terms of its own needs and mar- 
keting problems, rather than as 
a blanket increase of effort by all 
U. S. manufacturers. 


a Mr. Jeuck, returning to his 
theme of lower price and new 
products as a solution, concluded 
by saying, “This tentative conclu- 


\sion is I think clear—increased 


selling effort may be effective. But 
it is certainly going to be more 
effective if it is conbined with 
more attractive products and more 
attractive prices.” 


CEP UNE on eae se OU ce ac, oer ine ST Nt 2 cn sare RA Gon Seta Mel” OF Sylar ge 1 foto ay DERM cack bs coger. i maaan I AW i! 7's" Vase ea eRe SS gM | Se, Mn Oh EROS 6 ZT NS Orig ors gO enna oS pn aie tach 
eee aa eae ch aa 57 2, SR Be ere Ca USI So WS ele Seabee ari SAG or i Ry Se Tha i oat PMc SRO ') eaMnihay MRE A im Cee ee sit cae hate te Ramee 8 Bees See ay 2 ieee uae, ee > ic ere © 2s aS Sues ‘ eee ay ee Se pire ae Re Riek, nn a al 
BOE a IE a ae eed. ce Be mae eee ate TN ene rea 5 Bagels MRAM YS te 26 Reem ee bi a tas eh goss aes MES Soi: th eee Si Sale ee Se Cea ean Peay pe NE Boag Se ae ee es: SERS os aie Ne daly 2 = au es p om 
ee ae 4 NS oa an a Moat ot ea hg tay = ete Be NAS Be, Ay esa AR.) > ieee ee. eee ail TAN See rabrnd cs LAA Oe Se Ng ei Pa eae Pay taal Ta Ee ee, ea aes a? Se, a ee a ae ae ee es A eta. ETE SL ARE SS pine oo > ra A aa ae eee 
Seats areae a shat et apres es in oss) ; 3 Cpe ee aes aa - in e : po {Rea Bie tr fe Pos aa Sahay mien re Ee ete. Gas ee reoe a rarer sen, NG Saye ae ee: © = es een CRO teen cc Ae ge Saas Gite age 
aie ee yi acc Ne Br 5 at a : Se aeneee ae sae 3 i eG ya Si eee foe Sige mee. : : + : ye ; : A sak Pg : : aya ed 
Eieeat leer ae ie 
ae . 
Hae ; 3 
ee 
ae | ee 
| 
| ee | 
a 
TT t~—CSSY | 
| ee | 
_ oe 
] 
awh improve smoking. ever made by the tobacco industry. ae 
7 | po = 
sg ae 
? | 5 
? eet 
si ——— -— Saree 
es ais © | ee — eae ron ok 
— as ere rit Le perce 
I ee a? iiihisttsebeecjpoceasess Hl types Ill cigarette : ei Ame 
Gee oad ie PC“ tC ai : 
as ? i 3) laboratory. ce 
; ee : . lian 
ne : Py " = F fe ae Seis id 
to La, are . z i eae a 
ae as | Pr ta “Wi a i. — [ea Bae ee 
Sink a - eo bai ae 
ae - “NA! VA yenbied — pee pes BRN. 
fae == ‘ - - iyacert a paren Sas oes 
Be ae he 4 eS — * a: . She atte 
er z t ' Ss. a— i eee te 
re: e ( . eS seein 
ee — aie Pee 
: noe ——_ , aS 
van = — ——r tT | | Bu ee es ave 
- = ol & i “" 
se | 7 = - 
2 | I nm OU oo ; 
a —— 7 4 
‘ - Zz " Lal mae set 
ms rv A ie F ~ he 
yA ae . 5 _ see ~ ‘ oe 
on ns =o a " nal eee 
at <a f % sia 
ae | p " " feaieay 
: oO | @ 
, * ° si 7 i = 
, alll 4, Nh 4 re, 
D Nee 4A & wihe oy r 
’ y No rho fall 
: a, BGARETTE = on 
pies ane” . nG size 
iu ee pIAR & Kl m i; ae 
= +] te. ? eee 
a) soa aus att ees os 
i or “3 o, 
oa ay” H “Tene 
* > e 800 on Z 
tue : 3: nee 
ne as why : aa cf i. 
Rees. | i 
aS ee se 
1 or: - 
siti | Beni: 
ty a | bittary te a 
om | Sewn 
Lae Be 8 ag 
ee ® os eas ia 
is | ores Pre. 
> | ce 
Fe: ee 
ist ST ne. ae operates aay: 
mano 
: Ses 
ee Bi itt 
q ae pai ee 
= sf ae lars 
wate ie 
: ate 
Nee ene 
fue 
a Se 
eras Mes Bae 
ae eee 
op? ieee 
bie an 
ues aa 
Sea pe 
Sat td ihre, 
ae oe 
mee a ie 
at Page * 
ss a s 
be eet: 
ae Zee 
eas See 
sare ; 
cis ae 
7 
i — 
ais ee ay ‘oes 
ate | ; : 
ae ; 
im ¢ 
| sae 
si } ee Be 
ae 
ie | Hig 
‘i a | a Dit 
e mes alee 2 ara artis ee near Y Ve a * +4 efvage ee 
a J 3 ae eee Re eve cy ea - 
ee gc pan a> ena age ee inl wits eg ms 1 Si Lat * ie ise 
age Fae Agta © ake) arama aE bee Garay 8 , rie ere ete crn e J e ra 
a Pope ea ce. Se ONY 2 Ce eae ~ OR — 
Pi: tig atten NINDS Sree tae ies : Cy eer an . een 
Fised Rabat et ace po G1 geen : ee ea tesco Say eds 
a ie RCNS Me Ss am o aon ae eee ae ie ie 
i oa nr oe a “ ec. 
ie te : Se pe enn ae He tee = pam : : tigen ERE mie ae a a be > Crea | 
p eee yt ey oe 3 epee, 85 ei Le 
Sack ns, ERS ria em a ie iY £ ia Ce ote 3 ins ‘ A — 
i Ss : ewe Se | 
a a > F 7 * 
eo to: a , i — 
: : ip ae 3 is oe fF 
: ! ae ee ; ; a is, ; 
a * . i . | 
é : iar «ee : es. rer. ; 
fe : Tee iy " : : 1) Ses, ~ . 
: ce “Tee - 
~~ y 
an ee a ae 
. coe 7 an 
a re ae : ieee eae aiid posits Gal 4 ey 
ss ~~ ee 
cae © og ny We 
tk pe Pe a Po 
oe r Pp 
ee ot a ‘ a 
: oS je one : : : "heed ‘ - a , ; m Bie 9.4.. 
ee : i r “aly a we & 0 Ree _ 4 . s ate tee aes Fe fy ae Ae : Bae ots sk Secelen Rares gh ah “ABR de 5. oft Se ae a : +i eae i ie ai Non a < ; 
Rl pia Race le Ie i We Ra PRE AYR SLE NM a ag Sek ce ge eae a) AE as apt SEN eM A ee Ty se ee Amey SER Be Siw Ae Sh Rea mt. ete Mee pee ae 2 aE ON ge bss Jaye gs MO A Ey eh pS COL IP kk ie. es goto eb gee ral ee teas 
A ee eg ae ;: —hiped atop ily ANE Eng gy ‘i 4 PS AEF eae x 4 t “2 3 ; ai a " tee * a ite ¥ Rise eg eS, * ass es ' ‘ . NEP i <n eae . pat 3 ¥ sa NES oie 


Summerfield Says 


Citizens Feel the 


Post Office Should Pay Its Own Way 


(Continued from Page 1) 

12 months. 
By passing the $240,000,000 rate 
bill, he told Congress, this deficit | 
can be reduced to $90,000,000. | 


projects have been made effective 
or are now being tested. The re- 
sults will become increasingly ap- 
parent in the new year. 

“Second, to obtain a clear cut 


new methods will require employe 
| training and development of new 


‘Fourth, the deficit has been re- 
duced by increases in those rates 
which the Postmaster General 
could change. Increases in parcel 
post rates, foreign mail rates, and 
others subject to administrative 
discretion, have in the main put 
these services on a self supporting 


“Adequate rates, together with measure of the cost of operating | pasis.” 


further major economies in postal | 
operations, are expected to put the. 
postal business on a self-support- 
ing basis,” he said. “This continues 
to be our policy.” 


a The President told Congress of 
the Administration’s progress to- 
ward improving the service: 
“First, we are speeding the de- 
livery of mail by many new steps, 


the postal service, the payment of 


‘airline subsidies has been trans- 


ferred by reorganization plan to 
the Civil Aeronautics Board, an 
legislation enacted to require gov- 
ernment agencies and the Congress 
to reimburse the Post Office for 
the cost of handling mail. 


a “Third, we have initiated many 


economies and are planning oth- 


| President Eisenhower had in- 
\serted a “plug” for a postal rate 
increase in his State of the Union 
‘message delivered to Congress 
;early this month. 

Today’s budget message included 
a lengthy discussion of postal op- 


erations and costs, ending up with 
a promise that the postal budget 
'can be brought close to a balance 


‘if Congress will go ahead with 


without significant changes in the ers; reduced mail-handling costs the Administration’s rate program. 


cost of handling. Later window | 


through efficient modern tech- 


hours, later pickups, changes in niques already have resulted in| Postal committees on both sides 
transportation patterns and sched- substantial savings. This program of the Capitol have resisted the 
ules, experiments in carrying first is well under way but will take a rate program, partly because mem- 
class mail by air, and many other long time to complete, since the bers feel a 4¢ rate on out-of-town 


for sheer martini perfection, it’s 


Seagram’s 


Golden DR Y Martini _ 


There is nothing dryer 
There is nothing smoother iJ 


The Golden Touch 
of Hospitality 


Seagram's 
(Pediat Botte 


DISTILLED DRY 


Gin 


SEAGRAM-DISTILLERS CORPORATION, NEW YORK CITY. 90 PROOF, DISTILLED DRY GIN, DISTILLED FROM AMERICAN GRAIN 


Auto maker p.r. gets a big boost 
as the “big three” attack rumors 
of cut-backs, dropping sales are 
gnawing at prospects, deal- 
ers 

Newspaper admen cheered by re- 
port at NAEA convention that 
53 linage hits new peak, tv 
threat apparently has _ been 
met 

Postal war looms as Postmaster 
General Summerfield brands the 
Fuller advisory group report as 
“ridiculous” 

A&P suit ends with the giant 
chain and the government sign- 
ing a consent decree in the four- 
year anti-trust fight ....Page 2 

Price cuts needed, not “hard sell,” 
says the University of Chicago 
business school dean, criticizing 
the “more ads” theory ..Page 3 


REGULAR 
Advertising Market Place ....72 
Chain Store Sales ........... 74 
Coming Conventions ......... 42 


Creative Man’s Corner ...... 68 
Department Store Sales ...... 78 
eT eee eee 12 
Employe Relations .......... 69 
Eye and Ear Dept. ............ 67 


Farm Publications Linage ....50 


Advertising Age, January 25, 1954 


Highlights of the Week’s News 


_Stogie sales rise, reports General 
| Cigar’s president, who notes 
that the tobacco-cancer publicity 
hasn’t hit cigars 
Auto dealer woes get little sym- 
pathy, says AA in an editorial, 
suggests that car sellers might 
try salesmanship ...... Page 12 
Customer is right, usually, but 
BBDO finds that department 
store executives don’t poll the 
public to determine business 
hours 
Ad bans growing, AFA warns in 
a review of ’53 legislative ac- 
tion, pointing to trend limiting 
advertising by many profes- 
sions 
|Story pull varies, writes Ralph 
| Carson in the Voice, reporting 
| that 200 requests came for a 


' cheesecake calendar ...Page 46 
FEATURES 
Getting Personal ............ 44 
Looking at Retail Ads ....... 70 
a 21, 24, 79 


Photographic Review ........ 58 
Production Tips ............. 68 
Rough Proofs ........ccecees 12 


Salesense in Advertising ....67 
Voice of the Advertiser .......46 
You Ought to Know ....... ..61 


letters would be politically un- 
wise in an election year. The pro- 


publishers and a 2¢ rate for direct 
mail advertising matter. 

However, members also feel the 
increases would fail to achieve the 
budget balance described by the 
President. They point out that 
|postal workers are asking pay 
hikes which would add $400,000,- 
/000 to the department’s operating 
costs. The White House has been 
warned by congressional leaders 
that a postal rate bill will almost 
certainly lead to a postal pay in- 
crease of equal size. 


gram also involves a 33% hike for 


Miller Joins D’Arcy 


John N. Miller, formerly with 
Hoffman Television, has been as- 
signed to the Areojet-General 
Corp., Azusa, Cal., account by 
D’Arcy Advertising Co., Los An- 
geles. Areojet, subsidiary of Gen- 
,eral Tire & Rubber Co., is initiat- 
‘ing an advertising campaign, 
‘including consumer, trade and 
military publications. 


P aust Joins Blair Sales 


Louis Faust, formerly a New 
| York account executive for H-R 
Representatives, has joined the 
| New York sales staff of John Blair 
& Co., radio station representative. 


MORNING ‘a 
DEMOCRAT 


one ~adeun... 


ARE Keg TO THE $451,000,000* 
QUAD-CITY MARKET 


Oe ae - cad 


IN ADVERTISING LINEAGE” 
IN QUAD- 


Represented Nationally by 
JANN & KELLEY, INC. 


CITIES AND IOWA _ 


es i 


Evening 
DAILY TIMES 


Sunday DEMOCRAT & TIMES 
*Copr. 1953 Sales Management Survey of Buying Power 


Serving the Quad-Cities of 


DAVENPORT, IOWA; ROCK ISLAND, MOLINE and 
EAST MOLINE, ILLINOIS 


HEADQUARTERS: DAVENPORT, IOWA 
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AGAIN IN 1953 


The Star We ekly 


carried more 
advertising 


THAN ANY OTHER CANADIAN MAGAZINE 
OR WEEK-END NEWSPAPER 


BGR MORE ADVERTISERS 


ae MORE PRODUCTS ADVERTISED 


GR MORE “EXCLUSIVE” ADVERTISERS 


MF MORE LINEAGE 


WG MORE DOLLAR EXPENDITURE 


And. we believe. more sales made for advertisers 
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1954 
BACON’S — 


Lists 2,850 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 


PUBLICITY 
CHECKER —lists them alpha- 
betically and in 99 


market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $6.00. 


Sent on approval. 


BACON’S CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4 


‘Sears Buys Nash Stock 


Nash-Kelvinator Corp. has sold. 
a block of stock in Kelvinator of 
'Canada to Simpson-Sears Ltd., re-| 
‘taining, however, controlling in- 
| terest. Kelvinator will make elec- 
tric refrigerators and stoves for 
Simpson-Sears at its London, Ont., 
plant. 


Two Join ‘Popular Mechanics’ — 


Albert Simpson, formerly with) 
Planned Circulation, and Edward |} 
Pearsall, previously with Fairchild 
Publishing Co., have joined the 
New York advertising sales staff. 
of Popular Mechanics. | 


Sunny Brook Renews Drive 


National Distillers Products, | 
Louisville, Ky., will continue its) 
“American Scenes” magazine ad- 
vertising for its Old Sunny Brook 
Kentucky whisky during 1954. 
American Legion Magazine, Col- 
lier’s, Ebony, Fortnight, Life and 
Look will be used. Lawrence Fer-| 
tig & Co., New York, is the agency. 


Ace Rubber Boosts Jenkins | 


Charles N. Jenkins, assistant 
sales manager of Ace Rubber 
Products, Akron maker of rubber 
floor coverings, has been promoted 
to sales manager. 


} 
| 


The Reason eeoccece 


The 


JESSE H. JONES, Publisher 
JOHN T. JONES, JR. 


*Media Records 1953 


, President 


PRESS . .. . .10,812,454 


Results! 


‘Houston Chronicle 


s 


CONSECUTIVE YEARS OF LEADERSHIP IN ADVERTISING AND CIRCULATION 


‘as an object of research. 


Advertising Age, January 25, 1954 


General Cigar Finds Both Sales and 
Smokers Healthy; Asks More Study 


(Continued from Page 3) 
Penn cigar. It allowed Wm. Penns 
to be retailed profitably at 5¢, Mr. 
Strauss asserted. 


# In the health field, the state- 
ment by General Cigar’s research 
chief made a plea for further study 
of tobacco as a cancer cause. 

“Neither the statistical data nor 
the animal test reports up to this 
moment. constitute conclusive 
proofs for a cancer-producing ca- 
pacity of cigaret smoke, but they 
should act as strong incentives for 
further research,” it stated. 

At the same time, Dr. Franken- 
burg suggested a new approach. 
Noting that recent press releases 
have laid low incidence of cancer 
among cigar smokers to the fact 
that most of them don’t inhale, he 
suggested instead that the reason 
may lie in the difference between 
cigar and cigaret tobaccos. 

“Air-cured tobaccos—that is, all 
cigar tobaccos, and some cigaret 
tobaccos, such as Maryland and 
Burley—deviate fundamentally in 
their chemical composition from 
flue-cured cigaret tobaccos, and 
the same applies to their smoke,” 
Dr. Frankenburg stated. 


s “There are, for instance, some 
25% of carbohydrates in flue- 
cured tobaccos, compared to ap- 
proximately 2% in a typical cigar 
tobacco; the quantities of nitrogen 
compounds. ..differ by a factor of 
about two; the smoke of flue-cured 
cigaret tobacco is acidic whereas 
cigar tobacco smoke is alkaline.” 
With these as examples of the 
“drastic difference’ between the 
two tobaccos, Dr. Frankenburg 
went on to urge further research 
into the chemical effects of dif-| 
ferent methods of curing. He also | 
called attention to cigaret paper) 
(Mr. | 
Strauss emphasized that the new 
“Homogenized Tobacco Leaf” for, 
cigars does not introduce a single 


1953 TOTAL ADVERTISING LINEAGE:° 


CHRONICLE ...38,304,506 


POST ...... 25,569,244 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


THE BRANHAM COMPANY—National Representatives 


Pe goin 


element “foreign” to tobacco.) 
| Dr. Frankenburg had this to say 
of the Tobacco Industry Research 


/Committee recently formed by 
leading cigaret manufacturers 
(AA, Jan. 4): 


| “We are convinced that the cig- 
_aret industry will do its utmost, 


both in the public and its own in- 
terest, to initiate thorough and ob- 
jective studies on this vital sub- 
ject.” 


® In a “background” fill-in on the 
well-being of General Cigar Co., 
Mr. Strauss gave a dramatic pic- 
ture of concentration in the cigar 
industry. At the turn of the cen- 
tury American cigar makers were 
producing over six billion cigars 
annually—a figure that will be 
approximated in 1953, he said. 

However, where in 1900 it took 
more than 30,000 factories to make 
the six billion, the 1952 cigar crop 
was harvested by only 1,500 fac- 
tories. Of these units, “less than 
ten” companies accounted for 
more than 80% of the year’s pro- 
duction, Mr. Strauss noted. 

While the cigaret industry took 
its first production fall in two de- 
cades last year (AA, Jan. 4, Jan. 
18), the cigar industry has man- 
aged to continue (narrowly) its 
increases of the past few years. 
In the first ten months of 1953, in- 
dustry shipments gained 0.7% 
over the same period of 1952. 
Earlier increases were 4.8% 
(1951-52) and 3.7% (1950-51), 
Mr. Strauss reported. 

The considerable gains in ship- 
ments by General Cigar Co. were 
listed by Mr. Strauss as 9.8% 
(1950-51); 13% (1951-52), and 
4.4% (1952-53). 


Oakland Publisher Purchases 
Interest in TV Station 


J. R. Knowland, editor and pub- 
lisher of the Tribune, Oakland, 
Cal., has purchased a minority in- 
terest in an application to build a 
television station at Oakland. The 
application, filed by Channel Two 
Inc., is pending before the FCC. 

Stoddard P. Johnston, president 
and general manager of Channel 
Two, announced that Howard L. 
Chernoff has been named execu- 
tive director of the proposed new 
tv station. 


Westinghouse Boosts Lane 


Joe Chapman Lane Jr., adver- 
tising staff representative, has 
been promoted to manager of ad- 
vertising and sales promotion for 
the electronic tube division of 
Westinghcuse Electric Corp., El- 
mira, N. Y. 


CAN WORK 


NOW-— 


OUR “SALES INCREASER PLAN” 


FOR YOU— 


a “sure fire” and “low cost” method to secure the name and 
address of organizations or individuals specifically interested 
in your product or service. Fifteen minutes of your time can 


bring you amazing results. 


In these few minutes, we can explain 


in detail our “Sales Increaser Plan.” 
Join the many leading companies throughout the nation now 
using our products and services tu increase their sales. 


The R-T Corporation 
Room No. 216 

11 Park Place 

New York 7, New York 


Please send me more information about your “Sales Increaser 
Plan.” I understand there is no obligation — no cost — no 
salesman will call on me — no list will receive my name — 
no further solicitation from you unless I request action on 
information submitted by you. 
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p O.W. Before General Dean even 


| started to write it, 30 publications had 
bid for his story. He chose The Saturday 


dle 


B Evening Post because “it has been my 


| boy in Carlyle, Illinois.“@ For years the 
| Post has been the first place for great 
writing* and great reading. Millions of 
families read it every week with a con- 


At Last... e 


GENERAL DEAN 


Tells the Story of His 


~~) CAPTURE, TORTURE 


B tidence and affection Pont | 


January 23, 1954 + 45° 


cae ae eee 
Fi ial BE > 


they feel for no other 


a 
Saal 


magazine. It gets to” 


| the heart of America. 


* The list of famous Post authors includes 73 Pulitzer Prize winners, Wg 
12 Nobel Prize winners and 7 Presidents of the United States. A CURTIS MAGAZINE 5 ati 
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to increase sales...and decrease costs 


advertise more in newspapers in 54 


because... 


All business is local; no other advertising medium has the local 
impact of your daily newspaper. 


Your local newspaper is vitally important to every family in 
your city. When the publication of newspapers has been sus- 
pended, the effect on the lives of the people has been immediate 
and dramatic. 


Published in the interest of all newspapers by 
Moloney, Regan & Schmitt 
Representing only Newspapers 


Advertising Age, January 25, 1954 


Stock Exchange Offers Ad and Promotional 
Material for New Monthly Investment Plan 


(Continued from Page 1) ‘fractions of a share that a pay- 
York Stock Exchange has worked ment buys are credited to the in- 
with its members on a complete dividual’s account. 
program for merchandising secur-| The investor pays no extra 
ities. _charges, only the customary com- 

Ruddick C. Lawrence, v.p. of mission, and can quit the plan at 
the exchange, who developed most will. Dividends can be taken in 
of the material in the kit, will cash or reinvested automatically. 
outline the plan to key men in the The plan involves no use of credit. 
securities field at a series of meet-_ “The plan,” Mr. Lawrence 
ings to be held in major cities pointed out, “is an important new 
across the country. The first meet- ‘method of accumulating income- 


ing was held here Jan. 5. 


ls The monthly investment plan 
is a method of buying shares of 
stock by the dollars’ worth. The 
individual decides how much he 
will invest, from a minimum of 
'$40 every quarter, and tells his 
' broker the stock he wants to buy, 
from any of 1,200 common stocks 
listed on the exchange. 

| Payments may be made over 
/any period from one to five years. 
‘The exact number of shares or 


General, Automotive, and Total Display. 


The Cincinnati Times-Star has just completed its 
forty-sixth consecutive year of daily leadership 

in these important advertising classifications: 
Department Store, All Other Retail, Total Retail, 


46 years of Leadership 


National Representatives: O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 


FPA oy 25 Fee oat 


/producing capital. It is designed 
to make it easy for many millions 
of people—who up to now have 
not felt able to invest in equities 
—to own their share of American 
business.” 


= Mr. Lawrence estimates that of 
‘some 40,000,000 people financialiy 
-able, only about one of eight now 
/owns corporate stocks. The new 
‘plan will enable them to accumu- 
late income-producing capital on 
a pay-as-you-go schedule. 

While the New York Stock Ex- 
change itself will not advertise 
the plan, Mr. Lawrence says, it is 
believed many of the members 
will. In the kit sent to members 
are details and suggestions for di- 
rect mail, newspaper, radio and 
television advertising. Mats, coun- 
ter cards, window posters and tv 
slides will be furnished by the ex- 
change to member companies at 
nominal cost. Newspaper mats will 
be free. 

The instruction sheet for news- 
paper advertising, which outlines 
a typical eight-week campaign, 
suggests: “First week, 400 lines; 
second week, 200 lines; third week, 
150 lines; fourth week, 400 lines; 
fifth week, 200 lines; sixth week, 
150 lines; seventh week, 150 lines; 
eighth week, 150 lines. 


s “This you may want to increase 
or decrease,” the instruction sheet 
notes, ‘““depending upon your budg- 
et, on the results from the first ads 
and the success you have in con- 
| verting inquiries into customers. 

| “We suggest,” the outline con- 
_tinues, “that for weekday adver- 
| tising, you try Tuesday or Wednes- 
|day. Monday and Friday are ioo 
iclose to weekends for maximum 
|attention. Thursday is a_ very 
‘heavy chain store, grocery and 
| food advertising day—crowded pa- 
|pers, too much competition. Tues- 
day or Wednesday is the most fa- 
vorable for this advertising. Your 
own experience and knowledge of 
local conditions may qualify this 
suggestion and may also guide 
you as to the value of Sunday 
newspapers.” 


# On position in the paper, the in- 
struction sheet points out that 
“since these ads are designed to 
reach new investors we suggest 
you experiment in avoiding the fi- 
nancial page and ask for run-of- 
paper, well forward, where you 
will get maximum readership from 
buth men and women. Or, if you 
want to concentrate on men, use 
the sports section; for women, use 
the women’s or society section.” 
Members are cautioned to check 
with their newspapers to prevent 
more than one exchange member 
in the same city running the same 
ad on the same day. 
| Batten, Barton, Durstine & Os- 
‘born is the agency for the New 
| York Stock Exchange. 


| 
Driscoll Heads Warner-Hudnut 
| Alfred E. Driscoll, whose term 


,of office as governor of New 
Jersey expired Jan. 20, has been 
‘elected president and a member 
of the board of Warner-Hudnut, 
New York pharmaceutical and 
cosmetics manufacturer. He will 
assume his new position Feb. 1. 
|/Elmer H. Bobst, whom Mr. Dris- 
‘coll succeeds as president, will re- 
main active in the business as 
board chairman and chief execu- 


tive officer. 
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Which San Francisco 
Newspaper Reached 


New Heights in '53 ? 


te 8 eG 
The San Francisco Examiner with | a enane 
965,365 lines gain in retail advertis- | 
ing in 1953, marked nine straight ‘ 
years of consistent gains.* ? 


Just as San Francisco’s famed Coit y 
Tower, on its perch atop Telegraph r 
Hill, rises high above the down- ered | 
town skyline, so The Examiner | 
towers over San Francisco news- 
papers in the minds of the men who ih 
are best able to judge a newspaper's tf 
RESULTS...the Retailers! | 


Ina city famous for landmarks, The 
San Francisco Examiner stands as a | 
landmark to guide National adver- 
tisers to greater and faster sales. 


THE SAN FRANCISCO 


\ er EXAMINER 
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*NINE CONSECUTIVE YEARS OF \ Litt 
RETAIL ADVERTISING GAINS. | N | | 
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For the entire year of 1953, Newsweek averaged 
better than its 1954 guarantee of 900,000. 


Newsweek now advises advertisers that they 
will receive an average bonus of 50,000 over its 
1954 guarantee of 900,000 for the first six 
months of 1954. 


Most significantly—the vast majority of this 
all-time-high Newsweek circulation is 
concentrated among people of influence and 
decision in business, industry, the professions 
and government. 


This outstanding circulation performance 

is the result of only one thing—editorial 
performance which attracts thoughtful people 
in need of better news understanding. 

For Newsweek—and Newsweek alone—relates 
yesterday’s happenings, to today’s events, 

to give tomorrow’s meanings. 


SIGNIFICANCE 
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An Old Fashioned Remedy 


Maybe it is a little unfair to describe the meeting of the National 
Automobile Dealers Assn. in Miami last week as a wake, but it did 
have many funereal aspects. There was a deal of weeping and wailing, 
with strong undertones of pointing to that ol’ debbil Manufacturer 
as the villain of the piece. 

Business the last few months has been tough for car dealers, and 
they are scared and worried. But NADA president Robert S. Arma- 
cost, a Studebaker dealer from Kansas City, pointed pretty straight 
at the real villain of the piece in his talk to the convention. 

“Speaking of prospects,” he said, “sometimes they’re funny. They 
often have a need for your product or service, but they don’t know 
it. You have to locate them and convert that latent desire into action. 

“The first thing we have to do is to recognize the necessity of do- 
ing the successful things we used to do to sell automobiles. . .I’m 
afraid that is what we’re not doing enough of today. Literally mil- 
lions of prospects in the U.S. haven’t had a call from an automobile 
salesman in the last 12 years...A recent Crowell-Collier nationwide 
survey revealed that 77.6% of the American people have not been 
solicited by an automobile dealer or his salesman either by telephone 
or in person. 

“Remember we used to have a sales formula: so many calls, so 
many demonstrations; so many appraisals, so many sales. 

“Picture what that formula, applied to these unsolicited millions 
of prospects, might mean to our business.” 

Dig that crazy man! He’s real cool! 7T*‘s writer can testify to the 
validity of Mr. Armacost’s thesis. Inquiry an.-1g some 50 co-work- 
ers and friends, all of whom are car owners and most of whom 
are prospects for a new car, fails to reveal a single one who can re- 
call a personal or telephone contact from an automobile salesman. 
Furthermore, this writer, accompanied by his entire family, three 
weeks ago descended unbidden on an automobile dealer and spent an 
hour and a half in his establishment, in a detailed discussion of 
prices, accessories, trade-ins, allowances, etc. There was, we believe, 
every indication that this was not merely a time-wasting expedition, 
but that we were seriously interested in the purchase of a car. 

When we left, this writer voluntarily gave the salesman—who 
happens to be a son of the owner of the agency—a card. Yet three 
weeks later this “salesman” has not even troubled to invest in a 
telephone call to inquire if we are still interested. (We aren’t—last 
week we found a dealer who took us seriously, and we’re now driv- 
ing one of his cars.) 

Nobody—except automobile dealers—feels sorry for automobile 
dealers right now; and nobody is ever going to feel sorry for them 
if they don’t get off their upholstered seat covers and give out with 
the old college try. 


Clearing the Air on Allowances 


The advertising business will welcome the ruling of the Federal 
Trade Commission in the case of the advertising allowances of soap 
companies, in which the FTC pointed out that an allowance system 
does not violate the law merely because not exactly the same pay- 
ments are made to everyone. 

In writing the FTC’s opinion, Commissioner John W. Gwynne made 
it clear that “the law does not prohibit a seller from paying for serv- 
ices of various types. ..nor does the law require a seller to pay at the 
same rate, per unit of product sold, for types of services which are 
unequal in cost or value...Payments should be made in good faith 
for services and facilities actually rendered and there should be a 
fair and reasonable relation between the amount of the payment and 
the type of service rendered.” 

That sounds perfectly sensible and reasonable, and the FTC’s de- 
cision should do much to clear up confusion in this important area, 
and to make it clear that not every dealer, under all circumstances, 
must get exactly the same size and type of allowance. 


“I'd get out of advertising, but my psychoanalyst says it keeps me tio 
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What They 


‘re Saying 


Let the Prospect Buy | 

Salesmanship being the art of 
persuasion means that at least two. 
people must be involved: the sell- 
er and the buyer—and the buyer 
is the man who will make the sale 
successful. Some salesmen forget 
this, as they are so busy selling 
that they do not give the buyer the 
opportunity of buying... 

The buyer has his problems and | 
he usually knows how difficult it) 
is to overcome them. The salesman | 
can help by studying these prob-| 
lems and then endeavoring to sug- 
gest a solution—it only wastes the! 
buyer’s time otherwise—and is 
only another example of unpre- 
pared high pressure selling. 


—Paul S. Peak, advertising manager, 
Imperial Bank of Canada, in an article 
in the Dec. 26 issue of Marketing, 
Toronto. 


Couponing Is Getting Rough 

Food store pricing and promo- 
tions today are a “crazy mixed up 
mess” with the hundreds of var- 
ieties of premium deals, gifts, cou- 
pons, and others currently being 
used. 

For an idea of how rough cou- 
poning has become, one study 
shows that 10% of all packaged 
soap sales early this year involved 
coupons. Seven per cent of instant 
coffee and 4% of baking mix sales 
were tied to coupons. 

When supermarkets, which his- 
torically depended upon price and 
convenience to attract volume, re- 
sort to expensive stamp plans and 
premium promotions to the point 
where several competitors also of- 
fer the same and thus achieve a 
promotional stalemate, they have 
simply added to their cost of doing 
business. 


—Reports to Retailers, in NARGUS 
Bulletin, publication of the National 
| Assn. of Retail Grocers of the U. S. 


‘Profits Before Taxes’ 

As the drug industry settles 
down to doing business in the new 
year, it would do well to take a 
more realistic view of some of the 
economic facts confronting it. Par- 
ticularly should it decide to avoid 
the delusions and deceptions lurk- 
ing in some business terminology. 

| For instance, why does indus- 
‘try hold on to the fiction of “prof- 
\its before taxes”? Obviously, there. 


'reserve Fourth Ave. for coasting 


| 
can be no such thing. Taxes are a’ 
fixed charge against operations. 
They are a rigid factor in over- | 
head. They stand on all fours with 
other costs which are inescapable. 
“Profits before taxes” is a mere 
myth. If we come to regard taxes, 
as expense, we may tend to be-| 
come as critical of them as we are 
of other expense items. And once 
we get this matter straight, we 
may become more vocal and more. 
useful in having taxes reduced as 
much as good, economical govern- 
ment can possibly do! 


—KEditorial in the Jan. 18 issue of 
“Drug Trade News.” 


Urgent Job for Advertising 

We agree that advertising has a 
primary place in building up our 
sales power. We know this job car- 
ries with it a lot of responsibility. 
We know that one of the vital 
ways to keep America going ahead 
is to make 1954 a selling year. This 
means the advertising profession 
has an urgent job of leadership to 
perform... 

If we want progress we have to. 
be confident. By spreading confi- 
dence in 1954 we will be helping 
to free up buying, by bringing 
otherwise reluctant purchasers in- 
to the market. We will be keeping 
sales curves from slumping, help- | 
ing to maintain strong and healthy 
distribution channels for our 1954 
output. 


—Ed. C. Quinn, president, Chrysler | 
Division, Chrysler Corp., speaking | 
before the Advertising Club of Balti- | 
more. 
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It's a Situation 

My idea of a depression is what 
we had during 1929-30, and of a 
recession, the conditions of 1939. 
All we have now is a situation 
where a few lines are off tempo- 
rarily. 


—W. W. Wachtel, president, Calvert 
Distillers, at the annual Midwest 
Sales Conference, Sales Executives 
Club of Chicago. 


All Is Not Lost 


The Town Council has voted to 


during the winter months. Fences 
will be erected and no traffic will 
be allowed from the top of the hill 
to the Houlton Rd. 

—"St. Croix Observer,’’ published by 


ng St. Croix Paper Co., Woodland, 
e. 
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Rough Proofs | 


Never step out of character. A 
Chicago Tribune financial writer 
did a little spoofing in a 1953 re- 
view column, and discovered later 
that all the professional humor- 
ists were taking it seriously. 


A live rabbit appearing on a tv 
show for a Los Angeles financial 
institution drops silver dollars in 
the bank, demonstrating that he 
knows how to add as well as mul- 
tiply. 

* 


Gladys the beautiful reception- 
ist says she sees a new magazine, 
Military Market, aims to cover 
open messes, and she wonders 
why they don’t plan to keep them 


closed. 


Paul Smith, who was the sub- 
ject of a “boy wonder” story in 
Collier’s back in 1946, made the 
author look good by becoming 
president of Crowell-Collier in 
1954. 


Frank Sinatra says Joe DiMag- 
gio hasn’t done any outfielding for 
the Yankees for several years, but 
has nevertheless just succeeded in 
making the catch of his life. 


Weed Television changed the 
name of a new KGGM tv show 
from “Kitchen Living” to “Kitch- 
en Loving,” but for some obscure 
reason the station changed it back 
to the original version. 


“Italian tv reaches half of pop- 
ulation,” headlines AA, disregard- 
ing the trifling fact that there are 
only 15,000 receiving sets in the 
whole country. 


A creative art director looking 
for a new connection talks about 
his experience with “beer, liquor 
and hard lines.” 

Maybe he meant 
hard lines.” 


“and other 


The sugar industry is sure that 
eating its favorite product is not 
what makes people fat. In fact, 
they’d be willing to advise, “Reach 
for a sweet instead of a Lucky.” 


Partridge & Anderson have giv- 
en mephitus varians his official 
title for advertising purposes, but 
to most people he will probably 
continue to be just a skunk. 


The president of the NADA 
says “the factory people will just 
have to take no for an answer” 
when the dealer says he can’t sell 
any more cars. 

A good salesman just starts to 
work when the customer says 
“No.” 


Business forecasters are not al- 
ways taken seriously, but Red 
Motley points out that you can’t 
sell peanuts at a funeral. 


With Jan. 15 out of the way, 
you can now settle down to steady 
work until you approach your 
next date with the Director of In- 
ternal Revenue on March 15. 


Copy Cus. 
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Delaware Valley, U.S. A. 


In 1953 THE INQUIRER 
carried the greatest volume of 


advertising ever published 


by any Philadelphia newspaper... 


302000 


LINES 


while the 2nd paper showed 


a loss for that year 


ONLY ONE NEWSPAPER IN DELAWARE VALLEY, U.S.A. HAS 
KEPT PACE WITH THE GREAT GROWTH OF THIS AREA... 


Gains in 1953...1952...1951—for — every part of this vital and expanding 
THe [Nguirer .. . in contrast to losses region. Here THE INQUIRER is the first 
in these same vears for Philadelphia’s newspaper in every major advertising 
2nd newspaper! Dramatic evidence of classification— Retail, National, Classi- 
how THe [NQuireR has matched strides 04 and Total Advertising. 

with Delaware Valley’s great growth. 


NEW YORK 


342 Madison Ave. 


Exclusive Advertising Representatives: 


ROBERT T. DEVLIN, JR. 


Murray Hill 2-5838 


For Tue, [INQUIRER is the very Voice of 
the Valley . intensively covering 


Be sure THe INQurrer heads your 
schedule in Delaware Valley, U.S.A. 


The Philadelphia Prguirer 


The Voice of Delaware Valley, U.S. A. 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK & CHAMBERLIN 
155 Montgomery St. 
Garfield 1-7946 


CHICAGO DETROIT 
EDWARD J. LYNCH GEORGE S. DIX 
20 N. Wacker Drive Penobscot Bldg. 

Andover 3-6270 Woodward 5-7260 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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Advertising Age, January 25, 1954 


Nielsen to Conduct “Rutherford to Brooke, Smith Scott Joins Ray Carr |Ailas Plans ‘Largest’ Drive ‘Kopf Joins Kenyon & Eckhardt 
. . ’ | William A. Rutherford, for- Hugh A. Scott, news and feature Atlas Canning Co., Glendaie, Charles W. Kopf has joined 
Plain Dealer Panel merly an account executive with writer for the Portland Oregonian, N.Y.. will celebrate its 25th an- Kenyon & Eckhardt, New York, 
ee. Smith, —— ee — Ray Carr ae 0 ai J by launching its largest as copy contact for the chemical 
'San Francisco, has joine onner,| Portland agency, where he will advertising and promotional cam-jand plastics division, East <a 
on Food Store Sales Jackson, Walker & McClure, San handle advertising production and paign for Laddie Boy and Rex dog Ghewteal Products. He aan ye . 


| 


is of _ Francisco agency, as head of the) publicity. He succeeds Charles R. foods. Radio and tv will be used.' merly with B - 
CLEVELAND, Jan. 19—The Cleve new merchandising department,)| Stafford, who is now with Arthur ¥ ree, Soren, Soe 


land Plain Dealer is making avail- | 


of selected commodity classes in 


Cuyahoga County food stores. A. WTRI-TV to Bow Next Month 


C. Nielsen Co. will compose and. 
conduct a food store panel for the | 
first time for the metropolitan 
newspaper to compile the month- 
ly reports, initiated with the pe- 
riod of December-January, 1954. 

The panel will represent cor- 
porate chain, voluntary group and 
independent units. The reports 
will show share of sales on se- 
lected product classes by corporate 
chain vs. all other stores, and 
sales by these product groups 
within the two major economic 
halves of the county. 


= Among the details to be report- 
ed are consumer purchase, dis- 
tribution, retail stocks and retail 
out-of-stock, number of months’ 
supply, average retailer buying 
price, retail selling price, inde- 
pendent retailers’ gross profit and 
the extent of dealer push in dis- 
plays, feature prices and coupon 
redemption—all by type of store 
and economic area. 

The commodity groups included 
will be frozen foods, cake mixes, 
coffee, tea, margarine, butter, 
packaged powdered milk, deter- 
gents, soap powders, dog foods and 
cat foods. Most of these are de- 
tailed by “leading brands and all 
other.” 


Three Join Emil Mogul Co. 


Emil Mogul Co., New York, has 
added three staff members. Esther 
Robinson Wiley, formerly with 
Dorland International, joins the 
account service staff. Leslie Dun- 
ier, formerly ad director of Moskin 
Stores, has been named a radio- 
tv time buyer. T. Robert Garry, 
previously assistant director of 
merchandising and sales promo- 
tion for Fletcher D. Richards Co., 
New York, has been named assist- 
ant marketing director for the 
agency. 


Appoints Bozell & Jacobs 


Texas Gas Transmission Corp., 
Owensboro, Ky., a natural gas 
pipeline company, has switched 
its advertising and public relations 
account from Cecil & Presbrey, 
New York, to Bozell & Jacobs, 
New York. 


WILLA 
MONROE 
WDIA's 
“Tan Town 
Homemaker” 


It's CARNATION MILK’s 
3rd Consecutive Year 
on WDIA, Memphis 


« « « three consecutive years of gaining 
completely dominating coverage of the 562,- 
212 Negroes in WDIA's big 27-county Niel- 
sen area. Carnation’s six ', hours weekly || 
achieves tremendous results on this 46.9% || 
of the total area population ... and, || 
there’s a schedule to fit your budget, too! 
Join WDIA's list of radio-wise accounts that | | 
includes such names as Bayer Aspirin, Gold || 
Medal Flour, Uncle Ben’s Rice, Bromo Qui- | | 
nine, Nu Maid Margerine, Maxwell House 
Coffee, and many others. Get complete facts 
today! 


HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: Nov-Dec. ‘53 
Time WOIA B c oD €E ’. © 


TR.Y.P. 24.6 23.0 17.) 15.9 11.3 10.6 7.0 
(Note: WDIA’s shore Sat.: 20.3; Sun.: 37.8) 


John E. Pearson Co., Representative 
Dora-Clayton Agency, Southeast 


WDIA 


Memphis, Tennessee 


Soon 50,000 Watts || 


able to its advertisers total gnlet | oes ees eee executive | Smith Agency in Portland. | is the agency. 


| | 


Ritter, Sanford & Price, New York, stine & Osborn. 
| 


| KIBS N . 
| Miss Rowe Joins ‘Bazaar’ ‘Henry Joins Ideal Sales | ee ae — ' ‘ite | 
: 


Polly Rowe, formerly with Elliott P. Henry, formerly with pointed national representative for 


WTRI-TV, Schenectady, N. Y., Harry Winston Inc., has been) Printers’ Ink, has joined the sales KJBS, San Francisco. The station 
will begin operations in mid-Feb- named to the Harper’s Bazaar ad- | staff of the Ideal Women’s Group, formerly was handled by H-R 


ruary. 


' vertising sales staff. New York. | Representatives. 


We feei strongly that Mergenthaler’s continuing lead- 
ership is best assured by constant study of those design 
developments which can make our machines even bet- 
ter, faster, more versatile, and economical than they 
are today. Product Engineering's wealth of information 
on design progress makes this magazine essential 
reading for us. 


Louis Rossetto 
Director of Research and Engineering 
Mergenthaler Linotype Company 
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Two Join ‘S. F. Chronicle’ 

Kent Diehl, formerly advertising 
manager for Peninsula Life, has 
joined the staff of the San Fran- 
cisco Chronicle as manager of fea- 
ture advertising. Thomas Living- 
ston Baxter, formerly with Time, 
— | on the national advertising 
staff. 


Keegan Advertising Moves 


Keegan Advertising Agency, 
Birmingham, Ala., has moved to 
. larger offices at 908 20th 


Two to Gregory & House 

Gregory & House Advertising 
Co., Cleveland, has been appointed 
to direct advertising for Bloom- 
field Woolen Co., Bloomfield, Ind., 
producer of rug wool, and Ideal 
Baking Co., Terre Haute, Ind. The 
Terre Haute office of the agency 
will service the accounts. 


Einhorn Opens Branch 

Edward Einhorn Inc., Hunting- 
ton, N. Y., has opened a branch 
- at 298 Front St., Hempstead, 


ABC-TV Names Canavan 

Robert P. Canavan, formerly 
sales representative for the Music 
Corp. of America’s tv syndication 
department, has joined the ABC- 
TV network sales department, 
New York, as a market coverage 
specialist. 


Hood Joins Jordan as A. E. 


J. D. Hood, formerly with Hood 
Co., sporting goods and hafdware 
specialties manufacturer, has 
joined Jordan Co., Los Angeles 
agency, as an account executive. 


Concord Hotel to Cohen 


Harry B. Cohen Advertising, 
New York, has been appointed to 
direct advertising for the Concord 
Hotel, Lake Kiamesha, N.Y., ef- 
fective March 15. Kastor, Farrell, 
Chesley & Clifford is the present 
agency. 


Niederkorn Joins Blitz 

Edward S. Niederkorn, formerly 
with Ross Advertising, Portland, 
Ore., has been named account ex- 
—” of Blitz Advertising, Port- 
and. 


He leads design at Mergenthaler Linotype 


HE READS PRODUCT ENGINEERING 


You advertise here to reach the concentrated heart 


of the Original Equipment Market's $30-billion 


buying power 


There was a time, not many years ago, when the total national budget was less 
than $30-billion. Today, however, that much annual buying power is concen- 
trated in the Design-Engineering Headquarters where industry’s new machin- 
ery, equipment, and appliances are created. 


This simple fact makes the Original Equipment Market one of the most profit- 
able of all industrial markets to cultivate . .. and Product Engineering one of 
America’s great advertising forces. 


Alone among all industrial magazines, this one has an all-paid circulation of 
‘over 26,000* management-concentrated design-engineers. And the influence 
Product Engineering exerts, within industry’s less than 8,000 important Design- 
Engineering Headquarters, leads over 800 advertisers to invest more pages and 
dollars here than are invested in any other magazine edited for the basic buyers 
of parts, materials, components, and finishes. 


The sales-wise facts about Product Engineering have never been more im- 
portant to know about than now. Your Product Engineering representative has 
all of them. Call him today, or write directly to us at New York 36. 


*As of November, 1953. June, 1953 ABC net-paid was 22,968 


Product Engineering 
A McGraw-Hill Publication 


McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3, Boston 16, Chicago 11, 


Cincinnati 8, Cleveland 15, Dallas 1, Detroit 26, 
Los Angeles 17, New York 36, Philadelphia 3, 
Pittsburgh 22, San Francisco 4, St. Louis 8 


Do you feel as though you'll 
never get out from under the 
sword? There probably are a 
lot of reasons for that feeling, 
but if it's production problems 
that are causing it you should 
contact Pontiac. We've had 
40 years experience in service 
to the advertising profession— 
and only Pontiac has six 
unified services all under one 
roof! We help dozens of busy 
advertising executives and 
production men every day and 
if you'll call or write we'd be 
glad to show you how we can 
help you get out from under. 


PHOTOGRAPHY 


peocRAPHY UNIFIED 


ews SERVICES 


x 
eect 


Pontiac 


Engraving & 


Zlectrotype Co. i 


812 W. VAN BUREN STREET 
HA ymarket 31-1000 © Chicago 7, Illinois 
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Crist Takes Nellson Post 


E. W. Crist, formerly national | 


_Dennery Rejoins Nopco 


Sets Up Graphic Arts Award 


Irene Dennery, formerly adver-| 


An annual award for a “Phila- 


trademark service supervisor of | tising manager of Ajax Electric delphia Man of the Year” in the 


Indiana Bell Telephone Co., has Co., Philadelphia, has 


rejoined graphic arts has been instituted by 


been appointed regional manager Nopco Chemical Co., Harrison, N. W. C. Hamilton & Sons, Miquon, 


in charge of the Indianapolis of- | J., 


fice for Nellson Telephone Direc- motion manager. 


as advertising and sales pro- Pa., maker of writing and printing 
Several years papers. The award will consist of 


tory Advertising Service, Roches-| ago, Miss Dennery was assistant to a gift and a gift certificate to a 


ter, N. Y. the v.p. at Nopco. 


We'd hate to embarrass anyone, 


but cold facts and figures show that of the 301,885* 
upper bracket executives who read The Rotarian 
magazine, only about one-third read any of the other 
four leading executive pyblications. 


We mention it just in case you think you have 
this market covered. Could be that a second 


5 *Rotarian 


in order. 
33 €. WACKER DOR., CHICAGO 2}, ttt. 


*301,885 ABC net paid, June 30, 1953 


‘freely given that his 


|Philadelphian “in recognition of 
the effort, constructive thought 
and wise counsel which he has 
industry 
might advance and_ prosper.” 
Presidents of the printing indus- 
tries of Philadelphia will make 


‘the selections. 


Kroger Consolidates Units 


Kroger Co., Cincinnati, has) 
consolidated dairy and grocery 
merchandising into one depart- 
ment. Albert E. Rain, director of 
grocery merchandising, will be in 


|charge. Wade F. Hill continues as 
dairy merchandise manager. 


Baker Joins Clark Peeper 


Henrietta Baker has been ap 


~~ Call 


MRS. DOROTHY DUNN, formerly office 
manager of Audio Controls Corp., Cin- 
cinnati maker of Blab-Off, device to cut 
off the sound of tv commercials, has been 
promoted to advertising director. A $75,- 
000 budget is pl d for the next six 
, months, using magazines, direct mail and 
| co-op newspaper ads. Leonard M. Sive & 
Associates is the agency. 


pointed to handle advertising one McMurphey & Webber Moves 


publicity for Clark Peeper Co., St.. 


Louis dealer in office furniture 
and equipment. 


McMurphey & Webber, Portland, 
Ore., agency, has moved ‘to 3054 N. 


| E. Glisan St. 
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SUNDAY SUPPLEMENT 


IN THIS MARKET OF 14 MILLION! 


Every Sunday 
largest Sunday Circulation 
ae cin the Southwest! 


Sunday of Top LOCAL 


Local Dog Feature 
Local Art Feature 
Local Book Reviews 
Local Bird Feature 


Local Food Feature 
Local Music News 


Radio and TV News 


by Alice Hughes 


LOCALLY EDITED! 
LOCALLY PRINTED! 


More than a dozen features every 


Interest! 


Local Theatre and Entertainment News 
Local Garden Club News 


“Do It Yourself” Features 


Stamp Collectors’ Column 


Travel News and Features 


Exclusive Fashion Feature 


—and other regular features. 


YX Growing Market Where Advertising Pays Dividends 


Durine and since the war, Oklahoma has 
shared in the great industrial growth of the 
South and Southwest. The Oklahoman and 
Times have been a part of this growth. They’ve 
promoted it. They’ve kept pace with it. The 
Daily Oklahoman with its locally edited, locally 
printed Sunday Magazine reaches more families 
than any other Sunday newspaper in the 
Southwest. 


And remember, no “national” Sunday supple- 
ment covers so much as 2 percent of this market. 
Today, if you want to introduce a new prod- 
uct in this market, or promote an old one, 
they’re still the mediums that reach more peo- 
ple, day in and day out, than any other 
medium. They’re the big, growing mediums you 


need in this big, growing market. 


Owned ond Operated by 

THE OKLAHOMA PUBLISHING CO. 

The Farmer-Stockman * WKY Radio * WKY-TV 
Represented by 
THE KATZ AGENCY 
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Survey Shows That 
Chemical Catalogs 
Are Used Extensively 


| PHILADELPHIA, Jan. 20—Do 
jememical buyers use catalogs and 
| directories? Do they use them 
|often? And what kind of informa- 
‘tion do they look for when they 
use them? 
| Questions like this have inter- 
ested the advertising managers of 
|chemical companies for a long 
|time, and the answers have now 
been supplied in a survey made by 
Alderson & Sessions for the Assn. 
of National Advertisers, using 
Buyers’ Guide of Chemical Week 
(McGraw-Hill Publishing Co.), 
Chemical Materials Catalogue 
(Reinhold Publishing Co.) and 
Oil, Paint & Drug Reporter Green 
Book (Schnell Publishing Co.) as 
the basis. These three publishers 
split the cost of the survey as fol- 
lows: McGraw-Hill, 41%; Rein- 
hold, 41%, and Schnell, 18%. 
From a list supplied by 12 
chemical companies, question- 
naires were sent to 5,000 research, 
development and product, as well 
as purchasing, personnel. There 
were 1,133 replies. 


= It was found that the reference 
books are used by 84% of the re- 
spondents, and that 36% use two 
of the books and an additional 
19% use all three. 

The books are used often, ac- 
cording to the survey. Buyers’ 
Guide is usually used five times 
per month, Chemical Materials 
Catalogue three times per month 
and Green Book five times per 
month. Some of the respondents 
used them as much as 10 times 
per month. 

Some 93% of the users of Buy- 
ers’ Guide, 84% of the users of 
Chemical Materials Catalogue and 
95% of the users of Green Book 
refer to these publications to lo- 
cate suppliers. In addition, ap- 
proximately half of the readers of 
Chemical Materials .Catalogue and 
Buyers’ Guide were seeking chem- 
ical and physical properties and 
use and application data. Approx- 
imately 15% sought such data in 
Green Book where it is available, 
if at all, only in advertisements. 

Among respondents to the sur- 
vey, the number of men partici- 
pating in purchasing decisions 
ranged from one to in excess of 50, 
the latter being the typical figure. 


Two Join Charles Puffer 

John Von Derm, formerly an ad- 
vertising designer, has. joined 
Charles O. Puffer Co., Chicago 
agency, as art director. Robert M. 
Eret, previously with NBC’s cen- 
tral division, has joined the agency 
as director of publicity and public 
relations. 


Cole Appoints Orman 

Oscar C. Orman, formerly gen- 
eral inanager of the Robin Hood 
division of Brown Shoe Co., St. 
Louis, has been appointed general 
sales manager of Cole of Califor- 
nia, Los Angeles manufacturer of 
beach fashions. 


Ziv Names Miss Henderson 
Marjorie Henderson, formerly 
with Benjamin Sonnenberg, has 
been appointed to handle television 
| Publicity for Frederic W. Ziv Co., 
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DVERTISERS © AGENCIES e CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy. Violation of 
Copyright. 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 


WRITE “FOR‘ DETAILS AND -RATES 
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{APPAREHLS FHOTOGRASHIQUES 
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- During the year 1953 =a 
LA PRESSE has published over I 


Agency executives as well as National Advertisers could 
hardly ask for better support at the point-of-sale. Get 
the greatest plus value for your advertising dollars 


through concentration in the ONE NEWSPAPER that 
blankets the BETTER HALF of French Canada. 


NEWSPAPERS IN CANADA 
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Would you troll for 


Would you advertise a spark plug in a fashion maga- 
zine? Shaving cream in a romance magazine? Athletic 


supporters in a women’s service book? No! No! No! 


Would you put a man’s product in a family magazine? 


Yes! Yes, you would. You know you would — and do. 
You put man-products in the mass weeklies. You put 
man-products in the news weeklies. You put man- 
products in the Sunday supplements. They’re family 


magazines to a fare-thee-well. 


And what happens? By the time you get around to the 


leading, all-out male, no women, no children, MAN’S 


MAGAZINE, you’ve run out of dough. Sad, but TRUE. 


And all the time in the family books you're talking to 
man-woman audiences. “Heads of families” in an audi- 
ence study doesn’t necessarily stand for subscribers or 


newsstand buyers. Or even readers. 


We're not fighting with the family magazines. Think 
we're foolish? Their market is as wide as it is deep. All 
we say is that a diluted audience for a man-product can 


be awfully expensive. Except around Christmas. 
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Cay ome 


in Central Park? = 


We've got no argument with women or the women’s 
books, either. Women buy what women buy and God 


knows that’s plenty. We know. We’re married. 


But each to his own, say we. And for those things a man 


buys, or puts out plenty of obvious manpower in the 


purchase . . . spark plugs, tires, automobiles, tools, TV 
| sets, tobacco, travel, guns, outboard motors, fountain THE MAN’S MAGAZINE 
- a pens, insurance, liquor, sportswear — those kind of 


things belong in a book that a man buys one of the Fawcett family ...serving millions of America s families 


67 WEST 44th STREET, NEW YORK 36, N. Y. 
Like TRUE, America’s largest selling man’s magazine j 


se —over 1,900,000 copies* sold December issue. 


(*Publisher’s Estimate.) 
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Top Twenty in 
1953 Revenue 


In AA’s listing last week of 1953 
and 1952 ad revenues of magazines 
McCall’s was inadvertently left 
out of the tabulation. Listed below 
are the top 20 magazines, in prop- 


er order according to 1953 revenue. Western Producer 


% 
1953 1952 Charg? 
Life $109,708,903 $96,897,749 +13.2 
The Saturday 
Evening Post 80.865.877 75,331.623 + 7.3 
Time 35,391,178 32,664,222 + 8.3 
Better Homes 
& Gardens 27,240,924 21,981,648 +-23.9 
This Week 
Magazine 26,822,080 22,744,447 +417.9 
Look 22,971,144 20,910,987 + 9.9 
Ladies’ Home 
Journal 19,660,979 19,196,877 + 2.4 
Good House- 
keeping 16,324,132 14,721.280 +10.9 | 
Collier's 16,310,942 18.852.827 —13.5 | 
The American 
Weekly 15,904,772 11.633,885 +36.7 | 
Newsweek 15,205,490 14,489,209 + 4.9 
McCall's 13,165,666 12,697,512 + 3.7) 
Business Week 13,150,555 12,282,682 + 7.1) 
Woman's Home 
Companion 11,955,278 11,586.496 + 3.2) 
Family Circle 11,344,427 9,255,398 4+22.6 | 
Farm Journal 10,150,097 9,107,271 411.5 
Woman's Day 10,065,657 10,715,159 — 6.1 
The New Yorker 10,021,570 8,935,843 +412.2 
Parade 9,105,776 6,850,626 +32.9 | 
U. S. News & 
World Report 8,823,924 7.037.942 +425.4 


Because so many ad revenue 
figures for farm publications were 
received too late for publication 
in the Jan. 18 issue of ADVERTISING 
AcE, the following supplementary 
list has been compiled. 

In addition, farm magazine rev- 
enue figures carried in the Jan. 
18 issue are also reprinted, so that 
each publication will appear in its 
position in terms of total revenue. 

% 
1953 1952 Change 
Farm Journal $10,150,097 $9,107,271 +11.5 
Country Gen- 


tleman 7,633,105 8,650,367 —11.8 
Progressive 

Farmer 5,823,796 5,522,995 + 5.4 
Successful 

Farming 4,301,856 4.455.190 — 3.5 


Capper’s Farmer 2,940,687 
Farm & Ranch 2,207,334 
Wallaces’ Farmer & Iowa 
Homestead 1,713,167 
The Farmer 1,638,899 
Western Family 1,573,914 
Prairie Farmer 1,437,546 


3,186,138 — 7.7 
2,067,957 + 6.7 


1,641,428 + 44 
1,588,347 + 3.2 
1,384,365 +13.7 
1,397,297 + 3.0 


Wisconsin 

Agriculturist 1,020,248 955,400 + 6.8 
Hoard’s 

Dairyman 887.485 811,727 + 9.3 
American Poultry 

Journal 864,402 771,036 +12.1 
Ohio Farmer 798,985 745,704 + 7.1 


NATION'S LARGEST TRADE TERRITORY 


TELEPHONES 


IN EL PASO 

UP 192% 
TUOe WOE csecaeneveeass 51,754 
Se WON cessececonescs 17,737 
GAIN 34,017 


A Growing Morket Is 
A Swell Place to 


Che Zi Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
- 30¢ Line BUYS BOTH! 


California 
Farmer 

Country Guide 

Nebraska 
Farmer 

Corn Belt Farm 
Dailies 

Rural New 
Yorker 

Michigan Farmer 

Daketa Farmer 

Farmer- 
Stockman 

Pennsylvania 
Farmer 


Kansas Farmer 


Missouri Ruralist 441,217 


797,941 770053 + 3.8 
740,199 716,091 + 3.4 
724,953 705,009 + 2.8 
724,740 = 721.088 + 
641,555 635.308 + 1.0 
633,326 601,869 + 5.2 
612,907 575.567 + 6.5 
590,400 620,437 — 4.8 
566.633 544,270 + 4.1 
496,405 427,689 +13.7 
442,304 427,483 + 3.5 
423,637 + 4.1 


American Agr cul- 


turist 433,584 
New England 

Homestead 415,668 
Southern Farm 

& Home 366,234 
American Fruit 

Grower 323.985 


Iowa Farm & 
Home Register 298,960 


The Cattleman 268,960 
Nation's Agri- 
culture 244,993 


"Breeder's Gazette 227.710 


Montana Farmer 200,880 
Electricity on 
the Farm 198.628 


404,248 + 7.2 
387,293 + .07 
387,111 — 5.9 
306,947 + .9 


321,212 — 6.9 
275,280 — .02 


225,877 + 8.0 
211854 + 7.5 
188,551 + 6.5 


227,145 —12.6 


National Live 
Stock Producer 
Arkansas Farmer 
Colorado Rancher 
& Farmer 116,921 
Florida Cattleman 104,147 
Agricultural Leaders’ 
Digest 63.987 
California Farm Bu- 


190,235 
132,267 


reau Monthly 62,590 
Missouri Farmer 60,264 
California Grange 

News 58,524 
Dairymen’s League 

News 47,332 
Ohio Farm Bureau 

News 34,291 


‘Cooperative Digest 22.666 


149,482 +27.3 
113,238 +16.8 


106,151 +10.2 
84,482 +23.3 


64,013 — 


57,632 + 8.6 
33,653 +79.0 


44,796 +30.6 
44,266 + 6.5 


38,200 —10.2 
25,833 —12.3 


*Mississippi Farmer 21,743 


Michigan 
Farm News 


21,403 
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16,365 +30.0 


*1953 was first year of publication. 


Bids for Low-Calorie Market 


| Quaker Oats Co., 
-0004 | currently promoting a weight-con- 
| trol program. Low-calorie menus 
jand recipes are being included in 
‘each package of the company’s 
|oats, as well as a coupon good for 
$2 on a $6.95 bathroom scale. Dis- 
being offered 
Sherman & Marquette, 
|Chicago, is the agency for the pro- 


‘play material is 
‘dealers. 


motien. 


Chicago, 
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rector for Packard for many years 
and was among the first to adver- 
tise automobiles to women in 
women’s magazines. During World 


Onetime Packard Ad 
7 7 War I, he was loaned to the gov- 
Chief, Dies at 73 ernment as one of the original 


Cuicaco, Jan. 19—Frank G. “dollar-a-year” men to coordinate 
Eastman, 73, former advertising motor transport. 
manager of Packard Motor Car Co.| From 1921 to 1924 he was adver- 
and General Motors Corp., who|tising counsel for General Motors 
had been associated with Leo Bur- Corp. during the company’s reor- 
nett Co. for the past 15 years, died ganization after the resignation of 
Jan. 15 in suburban Evanston. W. C. Durant. In 1925 he joined 

Mr. Eastman was advertising di- Erwin, Wasey & Co. in Chicago as 


Frank G. Eastman, 


copy and account executive on the 
agency’s automobile accounts and 
in 1933 moved to Glen Buck Co. 
He joined Leo Burnett five years 
later. 


JOSEPH M. ACUFF 

SPRINGFIELD, Mo., Jan. 20—Jo- 
seph M. Acuff, 79, advertising 
manager of the Springfield Leader 
& Press, died yesterday. 

Mr. Acuff had been associated 
with Springfield Newspapers Inc. 
for 53 years and became national 


ad manager for the Leader & Press 
in 1923. 


Cc. P. BROWNING 


LitTLE Rock, ARK., 
Charles Patrick Browning, 38, ad- 
vertising director of the weekly 
Chicago Defender and a v.p. of 
Defender Publications, died here 
yesterday after being struck by an 
airplane propeller. 

Mr. Browning had chartered a 
plane from Hot Springs to Little 
Rock where he planned to catch 


SSH34 


Put the Full Strength of 


into your 1954 selling program 


Modern business paper editing begins with front covers that invite readers inside 


STEERPENTON BUILDING, CLEVELAND 13, OHIO 


Jan. 21—| 


an air liner for Chicago. The ac- 
cident occurred as he hurried from 
the chartered plane to catch the 
Chicago flight. 

| Before joining Defender Publi- 
‘'eations in 1942, Mr. Browning 
held several executive positions 
with the National Youth Admin- 
istration. He was a graduate of the 
University of Chicago. 


HENRY FERRAND GRIFFIN 

| FaLMmoutH, Mass., Jan. 19—Hen- 
ry Ferrand Griffin, 73, former ad- 
'vertising agency president and a 
‘novelist, died at his home here Jan. 
13 after a short illness. Born in 
‘Detroit, he was graduated from 
‘Yale University in 1903. For sev- 
eral vears he was associated in 
business with his father, owner of 
New York Car Wheel Co., Buffalo. 
In 1909 he joined the staff of the 
old New York Sun as a reporter. 
‘Three years later he entered the 
advertising business, and later be- 
came president of the former ad- 
vertising agency of Griffin, John- 
son & Mann, here. He retired in 
1929. 


Is there enthusiasm for 
your product af the 


Retail 
Level? 


oo 
ACB Newspaper Research Services 
will tell you... how much... 
where ... from which dealers 


@ The great bulk of all branded 
goods is sold through retail stores 
located in the 1393 cities in which 
daily newspapers are published. 
ACB can tell you what retailers are 
pushing your brand by advertising it 
locally in their daily newspapers— 
give you complete details in report 
form—supplemented if you wish, by 
actual tear sheets. 

And at the same time, your ACB 
report can tell you what support your 
competitors’ dealers are putting back 
of the lines they handle. 


Watch mass retailer enthusiasm 
through ACB Reports! It’s at the 
retail level that your brand moves 
forward or slips back. It’s at the 
retail level that your promotion effort 
can bring rich returns. 


ACB offers 14 important services 
based on newspaper research. These 
services have the utmost flexibility. 
You can have them cover the entire 
| country or a single city. You can 
| order these services continuously or 
intermittently. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


| ACB SERVICE OFFICES 


79 Madison Ave. « New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. * San Francisco 5 


'. ADVERTISING 
CHECKING BUREAU 
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AUDIENCES 17% BIGGER HERE ! 


Mister PLUS discloses 
lively doings after dark on the 
Mutual Radio Network 


TIME: January, 1952. 

EVENT: MBS presents Multi-Message Plan. 

SCOPE: Ten star shows added to evening lineup; 
national participation provided in top five 
(Monday-Friday, 8 pm) for unprecedented 
cumulative-reach effectiveness. 

RESULTS: First-year sponsors include General Mills, 
R. J. Reynolds Tobacco .. . total: 7. 


*Nielsen Ratings, All commercial competition 8-8:30 p.m., 
Mon.-Fri., Jan.-Oct, ’52 vs. Jan.-Oct. ’53 (July-Sept. hiatus). 


TIME: 
EVENT: 
SCOPE: 


RESULTS: 


January, 1953. 

MBS improves Multi-Message Plan. 
Nighttime radio given additional boost 

by revamp of 8 pm lineup on MBS; 

preceded by news and followed by strip of 
drama and quiz programs at 8:30. 

Ratings soar 17% on MBS (off 13%, 25%, 

23% on other nets )*; 2nd-year sponsors include 
Bromo-Seltzer, General Mills, Lever Bros., 
P.&G., Reynolds Tobacco .. . total: 18. 
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RESULTS: 


January, 1954. 

MBS improves Multi-Message further. 

Three strongest shows in ’53 lineup now aug- 
mented by Squad Room and Madeleine Carroll; 
Multi-Message array now preceded by 

Perry Como and Eddie Fisher at 7:45 pm. 

Still greater reach, economy, sales-profit 

for still more clients; better entertainment 

for more listeners; clearer proof of 

vitality of nighttime radio for... you. 


For immediate details on 
remaining availabilities, 


reach for your phone now: 


HO 2-2133....Los Angeles 
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ROBERT S. BARTON 


Foxsoro, Mass., Jan. 
ert Shawmut Barton, 60, author 
who was at one time associated 
with the old Barton, Durstine & 
Osborn, died here Jan. 


| SIGNS OF LONG LIFE* 
i | FOR QUANTITY BUYERS * 
&g THE ARTKRAFT* SIGN CO. 
Division of 


Arthraft* 


Monutocturing Corporation 
900 Kibby St., Lima, Ohie, U.S.A. 


*Tredemerks Reg. U.S. Pet. OF. 


Barton was the brother of Bruce, 
Barton, board chairman of Bat-| 
ten, Barton, Durstine & Osborn. 


ROBERT B. HERBERT 
GREENSBURG, Pa., Jan. 19—Rob- 
ert B. Herbert, 67, president of 
Tribune Review Publishing Co., 
died Jan. 13 at his home. He was 
publisher of the Greensburg Daily 
Tribune and the Greensburg Morn- 
ing Review. | 
Mr. Herbert became associated | 
with the Tribune in 1911. He was 
business manager of both papers 
and became publisher in 1947. | 


| 


America's 


. FOREMOST 
\ TOY TRADE 


_ Magarine 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 


Write for New Market 
Data Folder 

McCREADY PUBLISHING 
! 71 W. 23rd N.Y. 19 


ae 


NAEA OFFICERS—Shown after the election of Newspaper Adver 


right) Laurence T. Knott, Chicago Sun-Times, director and re- 
tiring president; Wilson W. Condict, St. Lovis Globe-Democrat, 
Ist v.p.; Donald M. Bernard, Washington Post, president; Karl 
Finn, Cincinnati Times-Star, 2nd v.p., and Emile Hartford, Los 
Angeles Times, director. Standing, all directors, are Ralph Calla- 


han, Star, Anniston, Ala.; Charles G. Fenn, Free Press, London, 
tising Executives Assn. officers last week are (seated, left to Ont.; Grant Stone, Cleveland Press; Russell Young, Seattle 


Times; Charles Lord, Indianapolis Star and News; John Doherty, 
Eagle-Tribune, Lawrence, Mass.; B. W. Lewis, Denver Rocky 
Mountain News; Wayne Henly, Lubbock Avalanche Journal, 
and W. F. Aycock Jr., Birmingham News and Post-Herald. (Story 
on Page 1.) 


Remember . . . 
ONE of the West’s 


best markets 1s the 


& 
delphia Record, New Haven Union, 
New Haven Palladium and the 
- New York Times. 


of 1% million people 


The effective buying power of this great 
market is HUGE—$1,619,717,000 . . . an 
increase of 224.5% in eleven years. 

This increase was 27.4% higher than the 
National Average. 


In one easy step you can cover this | 
great market . . 


Every family in the 
Salt Lake City ABC 
zone that reads a 
newspaper, reads 
either The Salt Lake 
Tribune or the 
Deseret News and 


8 out of 10 homes 
in the City and Re- 
tail Trading Zones 
read these two 


newspapers. 


Telegram. 


Over 90% is Carrier Delivered! 


(MORNING & SUNDAY) 


Che Salt Lake Tribune 


WILLIAM H. UKERS 


New York, Jan. 21—William 
Harrison Ukers, 80, editor and 
publisher of the Tea & Coffee 
Trade Journal since 1904, died 
Jan. 19 after a long illness. 

Long considered a spokesman 
for the tea and coffee industries, 
Mr. Ukers was also credited with 
having been a leader in helping 
to raise the standards of advertis- 
ing for both products. 

He was the author of “Personal 
Creed for Advertising Men,” which 
was adopted by the Associated 
Advertising Clubs of the World at 
London in 1924. 

A native of Philadelphia, he be- 
came a newspaper reporter and 
worked successively on the Phil- 
adelphia North American, Phila- 


ws In 1897 he joined the editorial 
staff of Paper Trade Journal here, 
and in 1901 became editor of 
House Furnishing Review, and al- 
so edited the Spice Mill. In 1904 
he became editor and publisher of 
Tea & Coffee Journal, which had 
been established three years be- 
fore. He drafted the ‘declaration 
of principles’ adopted in 1913 by 
| the Federation of Trade Press 
Associations, and the “standards 
‘of practice” for business papers 
‘adopted by the New York Trade 
'Press Assn. in 1914. 

He published several books on 
tea and coffee including ‘“‘The Ro- 
mance of Tea,” “All About Cof- 
fee,” “Coffee Merchandising” and 
“The Romance of Coffee.” 


CARYL JOHNSON 

CuicaGo, Jan. 20—Caryl John- 
son, 63, assistant treasurer and 
media director of Smith, Benson 
& McClure, died yesterday after 
suffering a heart attack. 
Boe ds Miss Johnson was_ associated 
5 out of 10 homes with Albert Frank & Co. (now 
in the entire circu- Albert Frank-Guenther Law) and 
lation area read John H. Dunham Co. before join- 
these two newspa- ing Smith, Benson & McClure 13 
_— years ago. She was a member of 
the Women’s Advertising Club of 
Chicago. 


MAURICE D. JOHN 


STERLING, ILL., Jan. 21—Maurice 
D. John, 86, former owner and 
|publisher of the Sterling Daily 
Gazette, died yesterday. 

Mr. Johnson sold the Gazette 
in 1915 and joined the advertising 
department of the Daily Post- 


DESERET NEWS mo 
Salt Lake Telegram (eveninc) 


Represented Nationally by: 
MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


Tribune, LaSalle, Ill., where he 
was employed for 23 years. He re- 
|turned to the Gazette in 1948 and 
was a member of its advertising 
staff until his death. 


Joins Inland Daily Press 


The News, Logan, O., has been 
elected to membership in the In- 
| land Daily Press Assn, 
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; our prospects are bést in the GROWING WEST ‘ 


As a businessman - 


He is one of more than a million TIME-reading family 
heads who buy, or influence the buying of, goods and 
services for their companies. 


Evidence on request: The following research reports 
present the facts of TIME’s readership among the top 
men of each market listed. Please send, by number, for 
the reports you are interested in. 


MAGAZINES READ BY: NO. OF REPORT: 


Buyers of materials handling equipment 1111 
Executives who select industrial sites 1090 


Engineers listed in ‘‘Who’s Who in 

Engineering” 1069 
Best customers and prospects of 60 in- 

dustrial companies 1053 
Top executives and professional men in 

the construction industry 1093 
U. S. purchasing agents 1124 
Buyers of office machinery and supplies 1096 
Presidents of U. S. corporations 1110 
Government officials in Washington, D.C. 1111-A 
U. S. truck owners and prospects 1105 
Bank presidents 1047 


‘*‘Men on the way up” 1102 
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Asa family man 


He and his wife and their friends are consistent best 
customers for all types of better products and services. 
Their interests are broader and their means way above 


the national average. 


Evidence on request: The following reports present 
the facts of TIME’s readership among known buyers of 
better merchandise. Please send, by number, for the 


reports you are interested in. 


MAGAZINES READ BY: 


Television set buyers 

Home appliance buyers 

Best charge-account customers in 21 
leading department stores 

International air travelers 

Guests at U.S. resort hotels 

U. S. holders of air travel cards 

New auto buyers 

U. S. college graduates 

Life insurance buyers 

Women members of department store 
college fashion boards 

Buyers of men’s shoes 

U. S. college students 


In TIME’s International Editions, more than 850 advertisers 
are reaching 373,000 of their best customers throughout the rest of the world. 


NO. OF REPORT: 


1122 
1117 


1089 
1131 
1083 
1061 
1108 
1015 
1128 


1070 
1068 
1121 


QED, 


Whatever you are selling—from plant 
equipment to plane space—your prime 
prospects are the readers of TIME. Circu- 
lation is now 1,800,000 families— America’s 
largest audience of best customers. Best 
customers in two positions to buy. 
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American Women Like Trend to ‘Natural 
Look,’ Fawcett Magazine Survey Reveals 


New York, Jan. 19—The trend 
towards giving the American 
woman “the natural look” is gain- 
ing momentum, according to the 
13th annual “Beauty Reader Fo- 
rum” of the Fawcett Women’s 
Group. 


The study of the buying habits’ 


of American women during the 
last 10 years is compiled from 
Statistics obtained by questioning 
readers of Fawcett’s True Confes- 
sions and Motion Picture. 
Survey figures reveal that wom- 
en are using more deodorants, hair 
rinses, hair lacquers and dressings, 


Weatirer 


cot  T UBBOCK 


Board Elects Tegas 


home permanents and stick co- 
lognes. On a percentage basis— 
not in terms of volume—women 
are buying less rouge, bath salts, 
makeup bases and face powders. 


® The study also discloses that 
women are buying more from 
drug stores, food stores and door- 
to-door salesmen, and less from 
department and dime stores. 
Usage of the following products 
has shown an increase in the last 
10 years, according to the survey: 


Per Cent Using 


1953 1943 

Hair lacquer 
and dressing 31% 20% 
Home permanents 48% 17% 
Stick colognes 46% 26% 


Usage of the following products 
has shown a relative decrease in 
the last 10 years: 


Per Cent Using 


1953 1943 
Cleansing tissue 88% 92% 
Cleansing creams 55% 10% 


Eye lotion 
Professional 
Permanents 
Rouge 
Makeup base 
Face powder 
Bath salts 


Carter Elects Bogasch V. P. 
Curtis C. Bogasch, senior ac- 

count executive of Carter Adver- 

tising Agency, Kansas City, has 


been elected a v.p. 


also established a market research 


department, under 


Berndt L. Kolker, business con- 
sultant and research analyst, who 
formerly headed Berndt L. Kol- 


ker & Associate 


James A. Avery, with the agency 
since 1947, will assist Mr. Kolker. 


GE Buys ‘Teday’ 
General Electric Co., Schenec- 


tady, will begin 


“aluminized” tv picture tubes on 
Dave Garroway’s “Today,” over 
NBC-TV on March 2, for nine 
weeks. Another nine-week series 
will begin in September. Maxon 


Inc. is the agency. 


Advertising Age, January 25, 1954 
22% 


31% 
50% 
62% 
83% 
17% 


Eldridge Haynes 
Starts International 
Weekly Newsletter 


New York, Jan. 19—“Business 
International,” a weekly newslet- 
ter devoted to international trade 
and finance, will make its initial 
appearance March 26. Eldridge 
Haynes, founder of Modern Indus- 
try and publisher until its pur- 
chase by Dun & Bradstreet, will 
publish and edit the new periodi- 
cal. 

Described as “an eight-page 
weekly report to management on 
business abroad,” “Business Inter- 
national” will carry no advertis- 
ing, and will be priced at $120 per 
year. 


@ Other staff appointments in- 
clude Elliott Haynes, now eco- 
nomics editor of World, as man- 
aging editor; Kendall Foss, wire 
service and newspaper foreign 
correspondent, as associate editor, 
and Robert Warner, former sales 


The agency has 


the direction of 


s, Kansas City. 
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The SAN DIEGO UNION 


+++ served over one million classified advertisers in 1953. This means 
that...in keeping pace with San Diego’s record as the fastest growing 
major market in America... the San Diego Union has become one of 
the top ranking “classified advertising” newspapers in America. 


THE MOST 


IMPORTANT CORNER 
IN THE U.S.A. 


SAN DIEGO 
CALIFORNIA 


San 
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WEST-HOLLIDAY CO., INC. 
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manager of the National Foremen’s 
Institute, as v.p. and sales man- 
ager. 
“We have two goals,” Eldridge | 

Haynes said in announcing the ad- 
vent of the new publication. “The 
first is to assist our subscribers to 
expand their overseas business 
profitably, in spite of the many 
trade and monetary barriers gov- 


3,50: 


rice 


A ‘ier. wi 
collicSer. cesits jernments have erected. 
untor &*STi6ia_ “The second is to furnish and 
Writ. Of interpret information that will 
s 


help reduce those barriers and 
permit a healthy expansion of in- 
ternational trade and investment.” 


only. a 


Martin, Boehnert Bows as 


Contract Creative Service 
Martin, Boehnert & Associates, 
creative planning and production 
service, bowed last week in Chi- 
cago, with headquarters at 612 N. 
Michigan Ave. Working on a 
strictly-confidential basis, the new 


vi 
aa {firm will assist agencies or adver- 
B tisers on campaign ideas and plan- 
sor *° |ning, copy, art and _ production. 
 exD Charges will be based on time or 
pm . go out contract fees—the company will 
SENER; |place no billings. 
pr. no Principals of the firm are Walter 
: pores B. (Duke) Martin, formerly crea- ; 
® ec | tive supervisor of Earle Ludgin & : 
3ens Co., and Kenneth G. Boehnert, f 
who has had his own creative art 


service in Chicago for the past two 
years. Before that, Mr. Boehnert 
was art director of Maxon Inc., 
Chicago. 


Admiral Promotes Conklin 

Harold D. Conklin, v.p. and 
general manager of Admiral Dis- 
tributors, San Francisco, has been 
prorioted to general sales mana- 
ger of Admiral Corp., Chicago, 
succeeding Paul Dye, who re- 
signed to become a distributor. 
Paul Dorsey, general sales mana- 
ger of Appliance Distributors, Ad- 
miral’s Chicago branch, will suc- 
ceed Mr. Conklin in San Fran- 
cisco. 


Smith to ‘American Family’ 
Don Smith, formerly advertis- 
ing and sales promotion manager 
for Wilson & Co., Chicago, has 
been appointed to the new posi- 
tion of special sales representative 
for American Family, Chicago. 


Grurswald to Hicks & Greist 

Ted J. Grunewald, previously of 
William Esty & Co., has been 
named radio-tv business manager 
of Hicks & Greist, New York. 
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RETAIL DEALER ADS 


f 
Yours or Your Competitors | 


From newspapers and 
magazines published 
throughout the country. 
Write for booklet . . . 
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Reporter Roy Fisher sensed ire in the voice that came 
over the telephone. “Your story,” said the caller, “has 
done our firm incalculable harm. I want you to know we 
have authorized our attorneys to file suit against the 
Chicago Daily News for $3,000,000 damages.” 

Fisher’s documented story—a Daily News exclusive 
—had just hit the newsstands: It had told of shocking 
conditions causing death in Chicago slums—how men 
were exploiting misery for profit, named 20 slum opera- 
tors, exposed the blight they lay over the city. Into it had 
gone two months of fact-gathering, the painstaking 
probing of eight reporters and three photographers. Out 
of it—mounting and soon to burst—surged the fury of an 
aroused community demanding sweeping slum reforms. 
Meanwhile, the telephone caller—identifying himself 
as one of the 20 slum operators named— pushed for 
reprisal. 

“We demand,” he shouted, “that the Daily News 
see us and our lawyers at once.” 


Fisher, conferring briefly 
with managing editor Everett 
Norlander, replied: 

“We'll be delighted to see 
you at any time if you wish 
to discuss Chicago slums and 
what should be done about 
them. If, however. you want to talk about a libel suit, I 
suggest you see our lawyers.” 

The caller hesitated, “All right,” he said. “My partners 
and I will come over at eleven tomorrow morning.” 


But he failed to keep the appointment. One hour 
before the meeting, he ’phoned to say they had decided 
not to come. Instead, he asked that a reporter interview 
them for a statement. This was done. The statement was 
taken. But before the News had time to pass upon it or 
print it, the slum operators called again to ask that their 
statement not be printed and to announce abandonment 
of the law suit. 
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And so the incident ended. But not without an 
epilogue. Several days passed. Then, one of the firm’s 
partners called at the Daily News. He said he had learned 
through the News stories that his firm was engaged in 
things that he had not been aware of. In consequence, he 
said, he was negotiating his way out of the company. 


Later, when the News considered the selection of a 
slum block for a rehabilitation experiment, the same man 
volunteered to serve as chairman of the property owners 
committee in the block, working to make the buildings fit 
for human habitation. 


The Daily News policy of 
“investigating everything” is 
far-reaching. It calls for run- 
ning down facts in the inter- 
ests of citizens on all levels. 
And, in all of its investi- 
gations, the News seeks to 
achieve only one purpose — to render faithful service to 
the community with frankness and vigor . . . regardless of 
intimidation by selfish interests—party, place or power. 

* 8 * 8 & 


Publishing idealisms, such as this, are stirring to new 
heights the responsiveness of readers and advertisers alike. 
During the first 11 months of 1953, the News scored an 
all-time high in circulation with a daily average of 561,751 
homes, and a Saturday average of 552,284 homes. In the 
same period, the News carried 3,385,263 lines of general 
advertising, more than was carried by any other evening 
newspaper in the United States. 
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Ad Council Gets 
Plan to Counter 
Recession Talk 


WASHINGTON, Jan. 19—The first 
step toward setting up a special 


drive to promote American pros- | 
perity next spring was taken last | 
week at the tenth annual meeting) 
of the Advertising Council. 

The plan to counter “recession 
talk with millions of dollars of 
advertising was proposed by Wil- 
liam C. McKeehan, v.p. of J. Wal- | 
ter Thompson Co. and chairman | 
of the joint committee of the Assn. 
of National Advertisers and the 
American Assn. of Advertising 
Agencies. Mr. McKeehan brought 
the proposal from the joint com- | 
mittee. | 


s He suggested that the theme of | 
the promotion be “Nation of| 
Promise,” and told the meeting) 
that it is now time “to apply! 
psychology against the possibility | 
of what could well result in a 
‘psycho-recession.’ ”’ 

He went on to say, “Without | 
minimizing any economic factors | 
in the least, how we think and plan | 
within the next three or four) 
months can be vitally important | 
to the welfare of this whole na-| 
tion.” | 

He said that leading economists 
had estimated that the output of 
goods and services would rise to 
at least $416 billion by 1960, which 
compares with $246 billion in 1948. 
This forecast, Mr. McKeehan said, 
is “conservative,” since many 
economists maintain that the total 
will be closer to $550 billion. 


” 


s The majority of the 200 mem- 
bers attending the meeting ap- 
proved the proposal, but action 
must wait an okay from the coun- 
cil’s public policy committee, 
headed by Paul G. Hoffman, chair- 
man of Studebaker Corp. 

If the program is approved, as 
seems likely, the council will seek 
to get the cooperation of all me- 
dia and advertisers to put it over. 
However, in order to undertake 
the promotion, the council will 
have to drop one of its other ef- 
forts, probably a promotional ef- | 
fort to explain the workings of the | 
national economy, which advertis- 
ers have had in progress for the, 

| 


SCHOLASTIC 
MAGAZINES 


last two years. 

The campaign is not proposed 
or sponsored by the Administra- 
tion, although it bears out the 
declarations of President Eisen- 
hower that no major recession is 
in sight. 

Prior to the presentation of the 


plan by Mr. McKeehan, President) 


Eisenhower had_ spoken briefly 
and off-the-record to the meeting. 


O'Connor Leaves ‘Look’ 
Thomas O’Connor, formerly as- 


|sistant to the publisher of Look, 


has resigned to become president) 


of O’Connor & Gordon, New York, 
a new company specializing in 
business and financial advice. 


David C. Gordon, at one time as-| 


sistant to the general counsel of 
Cowles Magazines, has most re- 


cently operated his own law firm. | 


Martin Resigns Patz Account 

J. W. Martin Inc., Milwaukee, 
has resigned the account of Patz 
Co., Milwaukee manufacturer of 
barn cleaners. 


Advertising Age, January 25, 1954 


‘Ryerson to Calkins & Holden Two Name Potter-Repak 

Joseph T. Ryerson & Sons, Chi- Potter-Repak, Providence, has 
cago producer of steel and allied been appointed to handle adver- 
products, has named Calkins & tising for Fairfield Optical Co.., 
Holden, Carlock, McClinton &/Mansfield, Mass. (optical jour- 
Smith, Chicago, to handle its ad- nals), and Dexter Mfg. Co., Provi- 
vertising. ‘dence manufacturer of charm 

|bracelets and novelty § jewelry 

Frozen Foods to Bernstein (trade publications). 
_. Tony George Frozen Sea Foods, 
Providence, R. I., has appointed Bo Bocsis Wormser to S.M. 
Bernstein & Co., Providence, to Al Wormser has been named na- 
handle its advertising, using news- tional sales manager for Esquire 
| papers, radio, tv and point of pur-|Socks, New York. He has been 
_ chase. | eastern regional sales manager. 


ISS 


atomic cannon! 


/ ou CAN'T bag the big, booming Los Angeles market with a slingshot. 


If you are an advertiser, and want to bring home the sales “bacon” in THIS city, you HAVE to 
use the most powerful advertising at your disposal; one that packs the CONCENTRATED punch of an 
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Advertising Age, January 25, 1954 


La Cour Joins Friedman 


Arthur M. LaCour has _ beer 
named director of publicity for 
Harold Friedman & Associates, 
Newark, N. J., public relations 
consultant. He was formerly pub- 
lic relations manager for Swiss 
Air Lines. 


DuMont Reassigns Stewart 
Donald A. Stewart, manager of 
WDTYV, Pittsburgh, for more than 
two years, has been named general 
manager of KCTY, Kansas City, 
DuMont’s new o&o u.h.f. station. 


|Mr. Stewart’s most recent assign- 


ment with DuMont has been as na- 
tional manager of new market de- 
velopment for the tv receiver sales 
division in the East Paterson, N. J.. 
plant of Allen B. DuMont Labora- 
tories. 


Philip Walsh Joins Mathes 


Philip D. Walsh, formerly an 
account executive and member of 
the plans board of Biow Co., has 
joined J. M. Mathes Inc., New 
York, as an account executive on 
Canada Dry. 


Tek Hughes Promotes Burge 


David E. Burge, director of 
merchandising and advertising of 
the Tek Hughes division of John- 
son & Johnson, has been promoted 
to director of department store 
sales for the division. 


‘New Republic’ Moving 

The New York office of New 
Republic will move on Feb. 1 to 
1824 Jefferson Place NW, Wash- 
ington 6, where the magazine’s 
editorial department is now lo- 
cated. 


Samuel French Names Watt 


Samuel H. French Distributors | 
Inc., Bryn Mawr, Pa., tri-state | 
distributor for the electric Cal-| 
cinator trash and garbage disposal | 
unit, has appointed W. H. Watt. 
Advertising Agency, Radnor, Pa.,| 
to handle its advertising. Outdoor, | 
newspapers and radio will be used. | 


KHJ-TV Names Allen 

Lloyd Allen has joined KHJ- | 
TV, Los Angeles, as an account| 
executive. Mr. Allen was in the| 
Air Force from 1942 to 1953. 
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New Liquor Handbook Planned 


Benjamin W. Corrado, New York 
research consultant, will publish 
a new liquor marketing handbook 
about May 24 to be known as Cor- 
rado’s Handbook of Liquor Mar- 
keting. Initial print order will be 
5,000. Plans call for a hard-cover, 
magazine-size reference book of 
more than 200 pages of liquor 
marketing data, much of which 
has not been available before in 
published form. The book will be 
priced at $10 a copy, and a limited 
amount of advertising will be ac- 
cepted. Advertising rate will be 
$400 a b&w page. 


Pepper Promotes Two 


Daniel J. Hourihan has been 
promoted to monopoly states man- 
ager and Gilbert T. Karp has been 
named eastern regional publicity 
and sales promotion manager of 
James E. Pepper & Co., Lexington, 
Ky., distiller, an affiliate of Schen- 
ley Industries. Mr. Hourihan, be- 
fore joining Pepper two years ago, 
was in the advertising department 
of Procter & Gamble, and before 
that he was associated with Savage 
& Talley, Cincinnati advertising 
agency. Mr. Karp was formerly 
with International News Service. 


Match Bureau Mails Entries 

The Match Industry Information 
Bureau, New York, has mailed 
out entries to more than 2,500 
agency men and advertising clubs 
for the second annual match book 
advertising awards competition. 
Entries, which may be made by 
the advertiser or agency con- 
cerned, will be received through 
Feb. 15 and are available without 
obligation from the bureau at 1 E. 
43rd St., New York 17. Winners 
will receive “Joshua” plaques, 
named for Joshua Pusey, match 
book inventor. 
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| Puss ‘n’ Boots Cat Food NB t lorcast 
Plans Heavy ‘54 Ad Drive C Spo Co 


Now in the midst of the heaviest | Sells Sponsors a 
promotion in the history of the|, — 
|industry, the Coast Fisheries divi- Future Franchise 
sion of Quaker Oats Co., Wilming- 
| ton, Cal., will step up its adver-| NEw York, Jan. 19—The NBC 
| tising for Puss 'n’ Boots cat food|spot sales division last week dan- 
even more in 1954. The “life bal~| sled color television before the 
ance in ~— fish” theme will be| eyes of admen as though they 
continued this year. 1. : 

The drive will include participa- coutd step right pi = buy a spot 
tion on “Today” (NBC-TV), ads or participation in color. 
in 15 magazines, plus local news-| However, after all the pretty 
paper and spot radio schedules.| commercials were over, it devel- 
Trade magazines and veterinarian; oped that all advertisers can buy 
publications also will be used./now on the stations represented 


re Rybutol Changes TV Plans 


| Vitamin Corp. of America, 
W, Newark producer of Rybutol vita- 
ant a better min preparation, has decided to 


b 4 sponsor “On Your Way” over 
# LETTE R 4 FA p 9 ABC-TV, instead of a new show, 
‘ s |“Up for Adoption,” as — 
your copy * _ | planned. Kathy Godfrey, sister o 
Home (pooh ae eee ee Arthur, will share starring honors | 
experts to gauge letterhead efficiency. If it | With John Reed King, Starting 
indicates room for improving your present | Jan. 23. “On Your Way,” which 
letterhead, Hill’s 39 years’ specialized experi- | hands out traveling funds to needy 
ence—producing the finest engraved station- | persons for the right answers to| 
yh a reds of famous firms—is at your | (yestions, has been presented over | 
‘ Welch’s wine. 

Learn how Hill craftsmanship can create a DuMont by 
letterhead you'll be proud of . . . one that truly 
reflects the character, personality and prestige | Lewis Heads Art Studios 


| 
| 


of your firm . . . scientifically designed to | Richard C. Lewis, president of Lynn Baker Inc. is the agency. by NBC spot sales is the old-fash- 
oe bogey po: gugalaelagy wees much \the Dick Lewis Studios, Chicago, | xeyin B. SWEENEY, executive v.p. of the ioned type black and white an- 


“Letterhead Logic,” containing impressive has been elected president of the Broadcast Advertising Bureau, New York, Buys ‘Industry & Production’ nouncements and _ participations. 
“big name” samples, is free—without obliga- | ASSN. of Art Studios in CUlCaBO. has been named president of the radio| Shopper Publications, Philadel-| These, according to emcee Ed Her- 
Other officers elected are Stanley’ sales and promotion organization. He suc-| phj ; : : zs re 

phia, has purchased Industry &|lihy, will give sponsors a “future 


tion—to users of 5,000 or more letterheads a : 
year. Simply jot down, on your present letter- F. Anderson, 9 Frederick Ander- ceeds William B. Ryan, who resigned re- Production News, and has chang- franchise for color.” 


head, the quantity your firm uses and mail |son Studios, v.p., and Stanley R.) 


rson, Berlet--Anderson-Mar- cently. ed the magazine’s name to World| fyen WNBT, New York, where 

reads WRITE: DEPT. ix weiner. | Industry & Production News. the color demonstration was 
‘Mobile Homes’ Names Rep , 4 c staged, cannot televise local color 

ronHILL, INC. (|KLZ Promotes Dubberley _ William E. Coates Sr. has been Waveline Appoints Conti shows yet; the station doesn’t have 

+ Bia Rasenitiie end ietines Gant Jack Dubberley, formerly with appointed advertising sales repre-| Waveline Inc., Caldwell, N. J.,/the necessary equipment. This 


KLMO, Longmont, Colo., radio sentative for Mobile Homes, Chi-| maker of micrometers and cali-| week’s colorcast was produced 
station, has been named sales rep- cago. He will cover eastern Michi- | brated waveguides, has appointed | |), equipment borrowed from the 
resentative for KLZ, Denver radio gan, Ohio, western Pennsylvania| Conti Advertising, Ridgewood, N. 


270 rsh Street + New York 12, N.Y. 


4 handle its advertising. network. 
outlet. |and western New York. J., to handle its adv g Al ta oll. the demenstretion af 
city INDIANAPOLIS what color tv—especially if spliced 


in between monochrome shows— 
can do for a product was tremen- 
dousiy impressive. 
The telecast, most of which was 
devoted to product demonstration, 
was fed to WNBW, Washington; 
° WNBK, Cleveland; WNBQ, Chi- 

WHY EX PERIME NT: cago;-KSD-TV, St. Louis; KNBH, 


Los Angeles; WWJ-TV, Detroit, 


BUILD SALES THE WAY and KRON, San Francisco. 


WOR Gets New Sales Force 


i from NBC's Cleveland Outlets 
SUCCESSFUL ME RCHANTS DO . William P. Dix Jr. has resigned 
as sales manager of WTAM, 
Cleveland radio outlet for NBC, 
to head the sales department of 
WOR, New York, effective Feb. 1. 
At the same time, Charles Philips 
leaves WNBK, Cleveland NBC-TV 
operation, to become sales man- 
ager of WOR-TV. 

Current sales chiefs at the New 
York stations—Robert C. Mayo, 


LOCALLY-EDITED MAGAZINE OF —— INDIANAPOLIS STAR 
STORE —— JOHNSON HOME IMPROVEMENT CO. 


“ Edi ; ; John F. Sloan and William Craw- 
The Locally Edited Indianapolis Sunday Seod-—duney eoukannd. Saabs ans tee 
Star Magazine has shown the strongest pull- first major personnel changes 
, ran . . made since Gordon Gray took over 
ing power that we have experienced in any as v.p. in charge of the General 


of our advertising in three years. Results Teleradio New York properties. 


i inaw wo after our e ’ 
continue to come in a week or two aft Eagle’ Promotes Maloney 
ad has appeared. Arthur R. Maloney, formerly 
assistant classified advertising 
manager for the Brooklyn Eagle, 
has been promoted to classified 
otal y pe manager. He succeeds 
President Dan Lionel, who has joined the 
dais New York Herald Tribune. 


Johnson Home Improvement Co. 


Nino Food Names Burstin 

Nino Food Products, Newark, 
N. J., has appointed Burstin Co., 
New York, to handle advertising 
and public relations for Nino’s 


; - , spaghetti sauce, pizza pie and 
What better proof of the pulling power of any advertising medium than the word of ona toast. P P 


merchants who say: /t pays off in direct sales, consistently! In thirteen important 
markets, merchants have found that magazine advertising at the /ocal level pays rich 
returns in sales! The Locally-Edited Indianapolis Sunday Star Magazine, for exam- “ i 
ple, gives you all the appeal of fine color gravure reproduction — and /ocal editing The Association 


for top readership! It takes your message to 80% of Indianapolis families, lian of Publishers 
topmost national magazine reaches 13% of Indianapolis families. ) After you have ’ 

built a successful program in Indianapolis, you can use it in all the 13 cities served Represen tatives... 
by Locally-Edited Gravure Magazines. Worthwhile production economies are yours, 


was established in 1950 to promote the 


and maximum saving on positives. interchange of ideas and to improve 

: ' : : . th lities of ice to publishers. 
Ask your dealers where magazine circulation pays off best! They I tell you: Use tic akan aisitins ok tea 
Magazine Advertising at the Local Level — in the thirteen markets served and sold Hen ere © ereate © better undentiené. 
by the LOCALLY-EDITED GRAVURE MAGAZINES.” ing among publishers and representa- 


tives, raise the level of the profession 
and to increase the selling efficiency. 


CODE OF ETHICS 


To further the standing and position of 
all publishers representatives, each member 
of the association of publishers representa- 
tives pledges himself: 

1. To consider first the interests of the 

publishers which he represents. 

2. To subscribe to and work for truth and 

honesty in all his activities. 


3. To encourage all constructive efforts to 
improve the standards and quality of 
advertising. 


4. To avoid all unfair competition. 


Locally-Edited for highest readership 
Gravure magazine reproduction 
Newspaper circulation impact 
Complete flexibility 

Maximum savings on positives 


For more information about these 13 
weekly newspoper gravure magazines 


Ves contact one of the foliowing representa- 
sig a tives: The Branham Company, Cresmer MEMBERSHIP OPEN 
ptie & Woodward, Inc., Jann & Kelley, Inc., AKRON BEACON JOURNAL * ATLANTA JOURNAL AND CONSTITUTION * COLUMBIA STATE HEADQUARTERS 
Kelly-Smith Co., Moloney, Regan & COLUMBUS DISPATCH * DENVER POST * HOUSTON CHRONICLE Willi Club 
Schmitt, inc., O'Mara & Ormsbee, Inc., INDIANAPOLIS STAR * LOUISVILLE COURIER-JOURNAL * THE NASHVILLE TENNESSEAN wary 
Scolaro, Meeker & Scott, Inc., Story, NEWARK NEWS © NEW ORLEANS TIMES-PICAYUNE-STATES 24 East 39th Street 
Brooks & Finley, Inc. ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE New York 17, N. Y. 


TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY 


cae. CRE Ge AS ian Th 
he Tee ee a ee it 


+ pe 


Eo ate SS ake oc emp ase a i 8S ORE nA cages ete mh ae ee gee. f ris Bags. fis cae bran! ns Bete eg oe ea eke ete RY, re ee a pi che ppt aaeiten o PTE wiles : ise at cut sac ie aa NeLLe ag elie Tere Bt. As pea Py tee ee eee Cats ae eet ee = Sra boat 
*e he. vy ec Baler et - To RC, > Sean AL ein GMS inte rh ba L, By eee Came x %. eaeiee & * thar aoa! oi? - Pe ay ee 9 ga ea : nae 2s ae marae “ : a Oe neta”? t Tei, Lge tliat coy a lke hn Ri Acar aes DR ah at a 
PRES a ee le ta oat oss Re eR Re Pre iete One 6 Ngee miei : ei Sach ene © sg ey a er ae me ie RY . ; +R Mee avi hy Sc TRE te “aa Rael fe RE eg Me TOS ag ee, Ee hE Rg ee 
~ Saree is 2. ye Seta ae tet AS ae eR ak ae or) ie oa). Si Sew A ic 3 < ae : at Bs: eS ee Li, bee ‘ ins eee aoa ia ” Ke, ee Rae aie ee ate ie aL eas She hited, Be SS eh 
Pier pees ‘ F; = Ne : S os : ‘ aoe F ake : ‘i at) side’ oes ala i 2 ‘ “oo 4 = E reo Mim, | eee 
a ? : « aes = i s en > 
’ Pee wie 
iim ise 
sn tie eee 
ao tie 1 
a 
ee se an _ 
ae : ie © ee 
ees a ae eS ae 
ee 3 — tt Be a 
ae — OM bee 
% ae ; 
ee ‘ ee Beck: oa 
, ie a ; 
a. a eee 7 ° | 
oe ee x a = Se 7 ¥ 
, a ‘ bag 3 { 
‘ a , ° ; ae e 3 : : 
ee ak = 
— BS . : ; 
ae a A - “a 
“a oe f 
i ’ . a ; \ 
- = em as 
j $4 Be” + ie 
g M tes laa 
F’ . ee an 4 : 
- 3 2 ¥ 
een a de 
Akiva: eo 
a Peres 
Be — 
28 ee 
Se _ 
gk (ae 
* ipa “apc 
yt yh ans: 
ie ’ ee 
Rei ae, 
Lee ———————————————— — 2 i. On 
2 Ee em ce ee ere tne ce em ‘ ne i 
avec / ae _ 
meh epee a 
sarees met 
are ee 
ne erat fh ; 
“i See ' 
bie ‘ a ee $ 
=r a 
{ aa 
—— ne ; 
= te sas : 
; See Raney, 7 
es rte ce 
i ss 
ee : ’ 
aie - 
- snes ; ¢ 
cueats ; c 
cans Sepnare 
i ea acca 
a ee 
ks Masta 
en ie 
age aha 
orl ex ma Hi 
‘ ee 
a eae oR 
een Bt 
oe ee 
ES, fies 
ee ware 
eee en: 
Laem a est 
Se t — : eee 
£565 i wr , 2 e es > 
aad i Qs ' . Sarvs 
aia f aay Sc ee 
B i 2 a : és ro! Sie j 
eS . 3" : Sead Pipes 
F f * * . i cae Pen 
4 — F & : ; ; 
; : = “ P| # 2 ie bese | ; 
i ay . = s 5 & ae ai t 
a oe a 4 or pers yf 
ees: — oe 2 eee ef ae 
i pe . a re ee 
a oe P be Se ee a a 
eae g ee (Wey ila “Seas reine 
ee ay _ ‘ ypc 
5h ee Stee ee : Baer 
ioe reo , ae 
yi ee Pie oe . i a <p SS a 
ae . ; ' te! 
Bae, "0 aa pea: ee 4 ens q 
area ee Sis é a 
Con a P 4 “h ‘ 3 { 
Sey ; ie 
Ye ay : ‘ ’ p J ; a f 
ies eae , 4 Wie 
ees ‘ ’ * aati / a a 4. ‘ 
e if ee Ril Bee i § a ~ Rs { 
oe w — ere ae ae a | . i 
‘ f] 
He { 
* re : 
} pee 
Bec! > 
ks Rat es 
> fee Ramos 
eee oe 
Ss ; 
ES if 
Slaee ee i 
ae {ae f 
io See 
ees ‘patty 
Ba he 
eae ree 
aterteaen eat ' 
Pea | rene 
i Ie ee 
ener i 
pak e es Sa A 
Hiei ; Min ox 
Ue seg > Brent f N 
re eee ie Beirne 
a. a ed ae 
ia cae 
Prat ie ‘ga 
& ve 7 
3 7 ‘ 
; CC } 
ee ; 
. MAGaz IN ' 
° AT THEING &§ 
. 4 ——CAL EL | 
* : , 
3 APS al ; 
0 C A ( . ‘ ‘ y P 
” i} 
ice 
S Eek? 
ee 
veer 
i 2 } 
5 anh . " & ¥ 3 . + . . : << + ae eet er ye 2 See tare 4 
Pg Mas a f s fase eh > i a ae v ri % - 5 —w ? k fi 
a ee oe? co & Siete . \, a ae v1 ise ‘ y fp E ag x ee TS * As a ae rt OS eee: eA hed “! ¢ A “Sia cj tapes 
AUGER Sr erlan P t vas we ehopars Lae, $ ; ; a i / F a sn Pee ei, ete yO salt 4 oes ok gees fat Sak po Sega ha i Re ee ess eo mf 
ag detec ee re eS - : € ¥ re AY ¥ ‘ . a an at i fr: : ‘ + - 4 oe ee + ahs > ioe Pan 
ne y bs - * ? —" e r » “4 er, * % Ad, ) a4 - er ~ . Php as, aa ‘4d "4 pA, rs - - 


outdoor advertising reaches the most 
people—most often at the lowest cost 


Short copy outdoors, where people go to buy, wins instant 
recognition and consumer acceptance—makes sales, 


The COCA-COLA COMPANY, owner of the famous trademark, 
“Coca-Cola,” has made wide use of Outdoor Advertising for 
many years in promoting its product—the acknowledged 
leader in its field. 


ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 
444 MADISON AVENUE, NEW YORK 22 
JOHN DONNELLY & SONS ¢ CENTRAL OUTDOOK ADV. CO. INC, ¢ THE PACKER CORP. © WALKER & CO. © UNITED ADV. CORP. ¢ ROCHESTER POSTER ADV. CO. INC. 


E. A. ECKERT ADV. CO. *¢ RICHMOND POSTER ADV. CO. * WHITMIER & FERRIS CO.INC. ¢ PORTER POSTER SERVICE © SLAYTON & CO. © C.E. STEVENS CO. 
BORK POSTER SERVICE ¢ SUNSET OUTDOOR ADV. CO. ° BREMERTON POSTER ADV. CO. ¢@ STARK POSTER SERVICE ° HARRY H. PACKER CO. 
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Here, at the South Bend Tribune, we put our heart in 
your tests. We'll help like this: advance mailings—route 
lists—personal contacts—tie-in solicitations—salesmen’s 
portfolios—slide film presentations—market data—month- 
ly circulation breakdowns by counties, communities— 
and more... South Bend is strong in all the qualities that 
make for conclusive, reliable tests. It is saturated by one 


newspaper, The South Bend Tribune. Write for full details. 
— obe 
Soulh Bend 


7 Counties, 1/2 Million People 
F. A. Miller — Pres.and Editor Franklin D. Schurz — Secy. and T'reas. 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Advance Planning of 
Displays Saves Time © 
and Money: Donegan 


Cuicaco, Jan. 19—Advertisers | 
can cut down on their expenses_ 
for point of purchase displays by | 
planning and farming out their. 
entire display program at once, | 


‘rather than piece by piece. 


This is the advice that John E. 
Donegan, production supervisor 
of the advertising division of the 
major appliance division of Gen- 
eral Electric Co., offers in the Feb- 
ruary issue of Advertising Re- 
quirements. 

According to Mr. Donegan, this. 
advance planning saves time as 
well as money. By having lithog- 
rapher representatives meet with. 
the company once a year to re- 


view the displays needed for the 


entire forthcoming year, the com- 
pany is insured of giving the same 
specifications to all companies, and 
is able to give the instructions in| 


You catch and hold interest when you step up the 
impact of your advertising illustrations! Superior 
can help you do that without changing the original 
art or photography. Engraving techniques and 
arrangements not commonly used often add that 
extra visual power the sales message needs to get 
and hold attention. A typical example of one idea 
is pictured here. 


Superior Technical Service Men are highly trained. 


They know all the “tricks of the trade.” Chances about your needs, today? 


16 (33) SCREEN IN ONE HALFTONE! 


are they can lend you valuable aid in adding that 
extra wallop you want in your letterpress or offset 
plates. And Superior’s big day and night shops can 
ease the burden of pressing closing dates. 


More and more of Chicago’s most critical plate 
buyers are depending on SUPERIOR for IDEAS 
and for the consistent speed and quality they need. 
You'll profit, too, by discussing your current plate 
jobs with a Superior Service Man. Will you tell us 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois © Telephone SUperior 7-7070 


on 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting © Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 
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ol American 
women have 
qual working 
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SR 1GMAIE MASHEES AMD ROSOMATC ROVERS 


the foths whs madi rtenatc waskdays pevrble 


; “ 


EASY LIVING—March issues of ten women’s 
and shelter magazines will carry ads like 
this for Hamilton Mfg. Co., Two Rivers, 
Wis., featuring its washers and dryers. 
Brady Co., Appleton, Wis., is the agency. 


details. 

Rather than demanding elab- 
orate dummies from each lith- 
ographer, thus jacking up the price 
on the final job, the department 


‘is able to deal with pencil and 
wash renderings of the project. 


= Mr. Donegan listed six advan- 
tages derived from planning dis- 
plays in advance: 

1. All the manufacturers are 
seen at one time, thus saving re- 
telling of the same story to sep- 
arate salesmen. In this way, errors 


/and omissions are also avoided. 


2. The b&w sketches keep ex- 
penses to a minimum and allow 
the display house to put more 
money into developing ideas, ra- 
ther than in elaborate presenta- 
tions and expensive construction 
dummies. 

3. Production economies are ef- 


‘fected by running two or more 


displays in combination, and econ- 
omies in carton and shipping cost 
by packing several displays in 
quarterly shipments. 


# 4. Losses on unused displays 


/are kept at a minimum by obtain- 
‘ing orders from dealers before 
|placing printing orders. 


5. Field personnel like this 
method of selling a program rather 


than separate displays because it 


saves their time and allows them 
to do a better job. Dealers like it 
because they would rather place 
an order for a year’s program than 
be bothered several times a year 
with requests for orders. 

6. Good public relations are cre- 
ated with suppliers, all of whom 
are potential customers. They are 
treated fairly, and their costs are 
kept at a minimum, which they 
appreciate. 


Mrs. Teed Joins Montgomery 


Mrs. LaVerle Teed, formerly 
account executive and recording 
director of KEX, Portland, Ore., 
has joined the staff of Richard G. 
Montgomery & Associates, Port- 
land, as account executive and 
radio director. 


Vernor Names Hayes Agency 


James Vernor Co., Detroit maker 
of Vernor’s ginger ale, has ap- 
pointed Roy C. Hayes Advertis- 
ing, Detroit, to direct its adver- 
tising. Vernor has been a direct 
advertiser. 


Jack Daniel Names Gardner 


Jack Daniel Distillery, Lynch- 
burg, Tenn., has appointed Gard- 
ner Advertising Co., St. Louis, to 
handle its advertising. C. P. Clark 
Inc., Nashville, formerly handled 
the account. 


‘White Advertising Moves 


White Advertising Agency, 
Tulsa, has moved to larger quarters 
in the Utica Bldg. 


‘RSC Becomes KAYO 
KRSC, Seattle radio outlet, has 
| changed its name to KAYO. 
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Stores Don’t Ask 
the Customer About 
Hours, BBDO Finds 


New York, Jan. 20—Are depart- 
ment store executives merely 
guessing when they decide what 
hours their stores should be open? 

A survey conducted nationally 
by Batten, Barton, Durstine & Os- 
born indicates that more than 98% 
of the customers polled have never 
been asked their opinion on how 
many hours or what days of the 
week department stores should be 
open for business. 

A further indication that tradi- 
tional department store hours may 
not be based on consumer need is 
contained in the replies to another 
question in the study. In response 
to the query, “If the department 
stores where you shop were to 
stay open only five days a week 
instead of six, but were open more 
often in the evenings, how often 
would you shop there?” only 2.9% 
said “less frequently,” while 81.6% 
stated they would continue to shop 
about the same amount as they do 
now. 


= The study was conducted among 
2,752 members of BBDO’s Nation- 
al Panel of Consumer Opinion, de- 
scribed by the agency as “a care- 
fully selected group of consumers 
composed of a scientifically repre- 
sentative cross section of U. S. 
families.”” The respondents live in 
urban areas of 2,500 or more, cov- 
ering 187 trading areas. 

Also included in the survey 
were questions on transportation 
habits, evaluation of services, con- 
sumer relations, shopping advan- 
tages and favorite stores. 

The agency is offering copies of 
the study to department store ex- 
ecutives without charge. It can be 
obtained from BBDO, 383 Madi- 
son Ave., New York 17. 


Southern Publications Merge 

Virginia Publishers Wing, Rich- 
mond, Va., has purchased the 
Daily Record, legal and business 
publication in the South, and has 
merged it with the monthly Vir- 
ginia & the Virginia County. The 
magazine, renamed Virginia & the 
Virginia Record, will not change 
policies. 


‘Inside Philadelphia’ Buys ‘Go’ 

Inside Greater Philadelphia, en- 
tertainment guide sponsored by 
the Philadelphia Hotel Assn., has 
purchased Go and will combine 
the two publications, incorporat- 
ing features of Go in Inside. Ad- 
vertising rates will not be changed. 


Blair Promotes Denninger 

Jack Denninger, who has been 
account executive in the New York 
office of Blair-TV since the organ- 
ization was founded five years 
ago, has been promoted to eastern 
sales manager of the tv station 
representative. 


Canadian TV Station to Bow 

CHCH-TV, Hamilton, Ontario, 
will begin test telecasts shortly. 
The channel, reallocated from 
Toronto by the Canadian Broad- 
casting Corp. last year, has been 
vacant up to now. 


Biddle Appoints Fiske 

Proctor M. Fiske has joined the 
Chicago office of Biddle Advertis-: 
ing Co. as an account executive. 
Mr. Fiske was previously copy 
chief for C. Wendel Muench & Co., 
Chicago. 


Beecher Joins Dancer 


George N. Beecher has joined 


Dancer-Fitzgerald-Sample, New 
York, as v.p. and account execu- 
tive. He was formerly v.p. and 
account supervisor with Kenyon & 
Eckhardt. 


Hirsch Appoints Blau A. E. 
Eugene Blau, formerly 


count executive _of Richard I. 
Hirsch & Co., Chicago agency. 


‘Fred Gordon Joins Bostwick 


Fred L. Gordon has been named 
advertising and sales promotion 
manager of Bostwick Laboratories 
Inc., Bridgeport, Conn., aerosol 
manufacturer. He was formerly 
with Necchi Sewing Machine Sales 
Corp. and Pal-Personna Biade Co. 


Paley Leaves Horn & Cox 


John Paley, advertising and sales 
promotion manager of Horn & Cox, 
Southern California tv and appli- 
ance distributor, has resigned. His 
future plans will be announced at 
a later date. No successor has been 
named. 


Noble Appoints Kangas 


John Theodore Kangas, formerly 
with Batten, Barton, Durstine & 
Osborn, has joined Albert Sidney 
Noble Advertising, New York, as 
chief agricultural copywriter. 


‘Everywoman’s’ Names Foley 

Robert J. Foley, in the sales 
department of Everywoman’s Mag- 
azine, has been named eastern ad- 
vertising manager. 


Two to Diamond & Sherwood | 


| Two new accounts have been ac-_ 
quired by Diamond & Sherwood, 
San Francisco. They are Atkoy 
Mfg. Co., maker of rubber toys, 
and KSAN-TV, new u.h.f. station 
for San Francisco, starting opera-. 
‘tions in February. 


Mercedes-Benz to Goer! 


| Mercedes-Benz Distributors Inc., | 
‘New York importer of Mercedes-| 
‘Benz passenger automobiles, has 
‘appointed Stephen Goerl Associ- 
/ates, New York, to handle its ad-| 
vertising. 

| 
Lum to Sherman & Marquette 


George E. T. Lum, formerly. 
‘eastern sales manager of Ekco 
Products Co., has joined the mer- 
chandising department of Sherman) 
& Marquette, New York. | 


Promotes Cohoes to S, M. 
| Norman C. Cohoes, with Consol- 
‘idated Cosmetics Co., Chicago, | 
\since 1948, has been promoted to 
sales manager for the Lanolin Plus | 
line. 


The NEWS of the Rockies: 


Since 1942, we have increased 
our linage 450%. Denver's other 
good newspaper has increased its 
linage 300%. 


Denver builds—Denver grows. 


* Rocky 


Q duriopsHoward Houxpapet DENVER 


copy | 
chief of Allen Advertising Agency, | 
Chicago, has been appointed an ac- | 


WOOD-TYV 


GRAND RAPIDS, 
Grandwood Broadcasting Company. 


Reaches more people who have more and buy more 


NBC, Basic; ABC, CBS, DuMONT, Supplementary. 
Associated with WFBM-AM and TV, Indianapolis, Ind., 
WFODF, Flint, Mich., WEOA, Evansville, Ind. 


A. T. & T. Has No Wire For Hire 
But We Ask You, 
Do You Dig TD-2? 


All live network programs now come to television WOODLAND 
via a brand-spankin’ new A. T. & T, “TD-2” microwave relay 
link from the main line at South Bend to Grand Rapids. 


In case you’re not hep on your relay systems, type “TD-2” 

is the Cadillac of them all — much better than co-axial cable 
and the more inexpensive “TD” links. That’s especially important 
now, with color at our front door — brother, really important! 


WOOD.-TV was first to order and get this improved service 

in these parts, just as it was first to go to full 1000 foot tower 
height last month and will be first to go to full power next month 
(right now our interim 100,000 watts picture is greatest 


in all of television WOODLAND). 


WOOD-TV is first with INS facsimile news service in Michigan, 
and first to take delivery on color adapting equipment for its 
transmitter. When you spend a buck on WOOD-TV, you get lots 
more than that in advertising value and service. 


Schedule your advertising on WOOD-TV, Grand Rapids’ only 
television station. The Western Michigan station with top 
technical equipment, top local and network programming — 
and the top market to go with them.* . 


*Primary service, too, to Western Michigan’s most populated area 
including Muskegon, Lansing, Battle Creek and Kalamazoo. 


MICHIGAN 
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Ad Federation Reviews Year's Legislative 
Bouts, Points Out Dangers to Advertisers 


New York, Jan. 19—Consider- 
able legislation to restrict adver- 
tising was introduced in govern- 
ment bodies last year, but most 
of it failed to pass. 

The Advertising Federation of 
America had this to report last 
week in a summary of relations 
between government and advertis- 
ing in 1953. 


Noting that the Interstate Com- 
merce Commission granted the. 
Post Office Department raises of 
about 36% for parcel post, 17% 
for catalogs and 10% for con- 
trolled circulation business publi- 
cations, the AFA commented that 
proposals for additional raises are 
still very much in the foreground. 

Some of the other highlights of 
the year summarized by AFA in- 
clude: 

Rescinding the stringent regu- 
lations against use of the word 
“free” by the Federal Trade Com- 
mission. The FTC now requires 
that all conditions must be clear- 
ly explained so that there is no) 
reasonable probability of misun- 
derstanding. “There seems to be 
something of a new climate in the 
attitude of the Federal Trade 
Commission toward business. Un- 
der its new chairman, Edward F. 
Howrey, the commission is work- 
ing for closer cooperation with 
business.” 


= The U. S. Supreme Court rul-, 
ing that the New Orleans Times- 
Picayune had not violated the 
Sherman Act by requiring ad- 
vertisers to buy space in both the 
morning Times-Picayune and the’ 
evening States. The decision was) 
particularly important because) 
there are about 180 similar so- | 
called “forced combinations” in| 
existence. 

“Perhaps the most striking and. 
dangerous legislative effort of the 
year was the apparently concert- 
ed effort in Congress and a num-. 
ber of states to forbid or restrict 
optometry advertising further,” 
the summary said. “Over 40 states 
already have laws on this subject 
but the effort now is to make 
these laws more restrictive. ..The 
proposals are offered under the 
guise of protecting the public 
health and welfare, but it is 
charged that they are an attempt 
by certain groups to lessen com- 
petition. There seems little or no 
need for such laws since we al- 
ready have plenty of laws to pre- 
vent fraudulent or harmful adver- 
tising and selling.” 


THE HAPPY CLIENT | 
or 
Plain Talk for Time Buyers 
Client—The Bake-Rite Co. 
Program—Mid-Morning Melodies 
15 minutes—five days a week 
(Secret Sound Contest) 
Locally Produced 


Results—In seven months 11,761 con- | 


test entries received from 54 of Wis-| 
consin's 71 counties. Up to 431 ina 
single day. Entries alone represent up | 
to 13% of radio homes in one county. 
Entries were received from 5% of | 
radio homes in 18 primary counties. 
with effective buying income of over 


$810 million. 
See your Headley-Reed Co. man. 


A 


ot 


a 


Wisconsin's 


MADISON, WIS. 


Ga ia a 


Represented nar 


 HEADLEY.REED CO. 


Most of these proposed laws 
were defeated but a few got 
through, AFA reports. “The others 
will be with us again later. It is | 
an effort to be watched carefully,” 
the report adds. 

Connecticut passed a law last 


year forbidding advertising by ‘month, a state newspaper was Board ruled that the state univer- 
dentists or dental laboratories. | subpoenaed before the state dental| sity violated the law when the. 
The law does not prohibit media commission because it had car- campus barber posted a haircut) 


Advertising Age, January 25, 1954 


from carrying such advertising, | ried a dental laboratory advertise- | price sign.” 


but the state dental association | ment. 


recently asked newspapers to co- 
operate in stopping the prohibited 
advertising. 


Cranston Williams, American} growing trend in many professions | 
Newspaper Publishers Assn. gen- and occupations to restrict or pro- 


eral manager, replied that the 
ANPA believes that any legal 


Now, 30 states regulate beau- 
| tician advertising, 24 regulate 
# “This Connecticut dental case,” | chiropodist advertising, and 14 
said the summary, “illustrates the restrict chiropractor advertising. 
“As with optometric advertis- 
‘ing, these restrictive efforts are 
hibit advertising. Thus, for in- | supported by specious and logical 
stance, over 30 states impose re- | sounding arguments but too often 


commodity or service should have strictions on advertising by bar- they are really efforts to limi: 
the legal right to advertise. Last bers, and the Kentucky Barbers competition,” the AFA said. 


In August the Agriculture De- 
artment’s Bureau of Animal In- 


| dustry filed a proposal requiring 


eae 


age 


sissy 


She's in the 


SHE HAS TO BE 


SHE BUYS FURNISHINGS, APPLIANCES! Your brand? 


First in percentage of married-women and house- 
wife readers among the top 10 circulation magazines, 
Family Circle sells homemakers who are brand- 
deciding when they're furnishing, decorating, and 
equipping their family-owned homes! 
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advance submission to the bureau 
for review and approval of adver- 
tising of virus serum-toxin prod- 
ucts. AFA has filed an objection 
to this principle of advance cen- 
sorship. 

“If any bureau gets legal au- 
thority to censor advertising, 
other bureaus will try to follow 
suit,” the federation said. 

Massachusetts adopted a law 
outlawing “bait” advertising and 
the Assn. of Better Business Bu- 
reaus urged its bureaus to consid- 


er special legislation on the mat- 
ter. 


w There were, as usual, many at- 
tempts to restrict and regulate 
further the advertising of alcohol- 
ic beverages but most of them 
failed, AFA pointed out. The 
Treasury Department’s alcohol 
tax unit asked some brewers to 
stop their claims of less sugar 
than other beers, which they 
agreed to do. 

Fair trade won several big vic- 


tories, particularly the U. S. Su- | the AFA. “The organized advertis- 
preme Court decision in the Lilly- | ing industry generally tries care- 
Schwegmann case, but “many fully to avoid offending and to 
phases of fair trade are up before | work closely with highway and 
various courts, and state legisla- other commissions. It beautifies 
tures will continue to be battle- its boards and refrains from put- 
grounds over fair trade state ting boards in questionable spots. 
laws,” AFA said. But it gets blamed for the acts of 
Agitation continued for more re-| local merchants and others who 
strictions on outdoor advertising, /place signs anywhere and every- 
with controversies usually cen-| where and make little effort to 
tered around new thruways and have these signs good looking.” 
turnpikes. 
“The issue is complicated,” said | fused to review an appellate court 


The U. S. Supreme Court re-. 


fi 


market to buy— 


»..10 GET FAMILY CIRCLE. 


: a, 


i} | ‘ wn ne a. 
SHE BUYS THE FAMILY CLOTHES! Your brand? SHE BUYS THE FAMILY TOILETRIES! Your brand? 


Department store merchandise managers and buyers 71% of supermarkets where Family Circle is sold 
know how powerfully Family Circle’s fashion pages stock health and beauty products. 82% of Family 
influence 4,000,000 women. In all sections of the Circle readers surveyed say they also shop in drug 
country, leading retailers promote these fashions. stores within two blocks of the supermarket! 


SHE BUYS THE FAMILY GROCERIES! Your brand? 


| First in pages of food advertising among all monthly 
magazines for the fourth consecutive year, Family 
Circle pre-sells customers of 14 supermarket chains 
| that do 40% of U.S. chain grocery volume! 


She buys just about everything for 4000,000 families 


Buying is the business of the 4,000,000 family shoppers who get Family Circle 
each month. Family Circle is first in percentage of housewives among readers 
of the six leading women’s magazines—and first in children per family. 
These big-family home managers aren’t lookers, dreamers, browsers. 
They are the brand specifiers and in-the-store buyers of all it takes to feed, 
dress, furnish and care for a larger-than-average household. 
Advertisers value this concentration of big buying, must-buy customers. 
Again, in ’53 as in ’52, Family Circle gained more pages of advertising 
than any other of the top women’s magazines . .. was first again in food... 
and was 16% ahead of ’52 in appliances, furnishings, apparel, drug 
and other non-groceries. This choicest family market is yours in ’54 
—at the lowest cost per-page-per-thousand of all leading magazines. 


IN FAMILY CIRCLE, YOU’RE IN THE MARKET TO SELL! 


NEW YORK * CHICAGO * SAN FRANCISCO + LOS ANGELES 
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decision upholding a_ business 
privilege or license tax by the city 
of Corona, Cal., against the Daily 
Independent. 

“This matter of licenses and 
privilege taxes is one to be 
watched by all business...It can 
be an entering wedge to govern- 
mental control.” 

Among trends to be watched, 
the summary suggests, is the ex- 
tension of sales or use taxes to 
advertising materials and services 
both in cities and states. 


Horizon Appoints Willis 


Harry G. Willis & Associates, 
Glendale, Cal., agency, has been 
appointed to handle advertising for 
Horizon Door Co., Glendale man- 
ufacturer of sliding glass doors 
and windows. Consumer and trade 
advertising is being planned. 


Gaynor Names Barbeau 


Wilfred Barbeau, formerly pub- 
licity manager for General Avia- 
tion Corp., has been named pub- 
licity director of the recently 
formed Gaynor & Co., New York. 


ce 


WRITERS THAT 
READERS FAVOR 
Drew Pearson 

Bugs Baer 

The Alsops 

Alice Hughes 
Robert Ruark 
Henry McLemore 
Hedda Hopper 
Walter Lippmann 
Ed Sullivan 

Victor Riesel 
Josephine Lowman 
Mary Haworth 

Bob Considine 

Red Smith 
Spadea on Fashion 
Myrtle Meyer Eldred 
‘Frank Kent 

Marquis Childs 

Dr. R. Van Dellan 


ROP Full Color Available 


BUFFALO 
COURIER 
EXPRESS 


Western New York's 

Only Morning and Sunday Newspaper 
REPRESENTATIVES: 

| SCOLARO, MEEKER & SCOTT 
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Selling to Institutions... 


Ac'cent Uses $75,000 Push to 
Enter Institutional Food Market 


By Bill Burkhart 

Curcaco, Jan. 19—It was in 1948 
that Amino Products division of 
International Minerals & Chemi- 
cal Corp. dove into the institution- 
al market with its Ac’cent brand 
of monosodium glutamate. 

The result was a $75,000 splash 
in business papers—with the sum 
spent in two months for space in 
a total of 36 publications. 


Behe S Moule. 
is 
Duck Soup -s.£v,o4v's 
Decorative Spot Illustrations thet 
dance and put joy in YOUR Ads. 
Booklets, House Organs, T.V. Spots. 
EVERETT Oa 1S 2805 STRATFORD AvE. 


WAT, wt 
eoeeereveveee eeee 


Did it work? Don Swanson, ad 


‘manager of the division, thinks 


so. “We just made Ac’cent a part 
of the institutional picture over- 
night,” he declares. 


® Monosodium glutamate—a pro- 
tein derivative food seasoning that 
brings out the natural flavor of 
food—was little known then, al- 
though it had been synthesized 
back before the turn of the cen- 
tury during the adolescence of or- 
ganic chemistry. 

Its properties were discovered 


by Japanese scientists who, while 
investigating a seaweed used as 
\food, found that this amino acid 
\salt did wonders for almost any 
|kind of food. Oriental chefs, and 


. ******/\ then in the mid ’20s top cooks 


“Let's eat 
somewhere else 
tomorrow” 


aonares wostng. “Rat's oat base agoan le 
of VOWVE HEVED vSED AC CORY 
2 Bay Reve coset wr botense 
nase Hhowae wt Reade. Boor seme 
Sime tert: “Wate tee aaregs of yee oe 


SCARE TECHNIQUE—Proposed as first of a series of ads using semi-candid art 
as stoppers, this spread ran last fall in five restaurant publications. Copy is intended 
to jog restaurateurs into wondering whether flat tasting food is driving away 


business. 


throughout the world, began using ternational Minerals (until then 


it. 


known primarily as a supplier to 
Just before World War II, In-| plant food makers) bought a small 


Successful hotel men never leave school. They recognize the need for 
up-to-date information and business building ideas. That’s why 

more than 8,000 top hotel executives regularly refer to their text book= 
HOTEL MANAGEMENT.. 


They know, from experience; that it is their best source of business 
building, money saving ideas. Advertisers know this, too! 

Year after year, they’ve consistently placed more advertising in its pages 
than any other hotel publication. 


201 No. Wells St., Chicago, Ill. 


Se EF 


Selling to Restaurants and Hotels — This pop- 
ular 100-page reference manual is chock full of 
information on all phases of restaurant and 
hotel operations. It’s pocket size, too, for con- 
venient reading. Many of the answers to prob- 
lems concerning advertising, marketing and 


distribution can be found between its two covers. 
This book is designed to help manufacturers 
market new products or get more mileage out 
of the old ones. 
A copy will be sent to you upon your request, 
free of charge. Copies are limited. 


AHRENS PUBLISHING COMPANY, INC. publishers of 
71 Vanderbilt Ave., New York 17, New York 


Hotel Management, Restaurant Management, 
Restaurant Equipment Dealer, Hotel World Review, 
Travel America Guide, Frozen Food Age. 
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monosodium glutamate company 
whose output was sold to food 
packers. 


ws Launching a postwar expan- 
sion, J: R. T. Bishop, International 
v.p. and head of Amino Products 
division, picked Mr. Swanson as 
ad manager and the institutional 
market as the target. 

The reasoning behind the deci- 
sion, he told AA, was that much 
was still to be learned about the 
use of monosodium _ glutamate. 
Distribution to 40,000,000 house- 
wives alone would have been 
nea:1y impossible at the time, 
without at the same time trying 
to educate them to use Ac’cent. 

On the other hand, the 40,000 
restaurants, hotels and other food- 
serving institutions presented a 
practical market. Some chefs, at 
least, knew something about mon- 
osodium glutamate; they could be 
depended upon to follow instruc- 
tions in its use and could provide 
valuable marketing tips in follow- 
up calls. 


@ Russell Kramer (who knew 
enough about food service as Navy 
food and housing officer at 
Mare Island) was made institu- 
tional sales manager. Many of his 
first salesmen were ex-chefs who 
could speak the cook’s language 
in talking to prospects. 

The business paper splash was 
followed by salesmen’s visits to 


Russ Kramer 


Don Swanson 


restaurant operators. One of the 
best techniques was the taste test, 
Mr. Kramer recalls—chefs tasted 
their own dishes with and without 
Ac’cent and decided which they 
liked best. 

Brokers and wholesale grocers 
were lined up and the marketing 
pattern was established. 

From then on, Amino Products 
was one of the most institution- 
conscious food companies. Its in- 
stitutional business doubled in less 
than three years; its institutional 
promotions and services multi- 
plied. 


= It developed a number of 
unique good will items to keep 
the Ac’cent name before chefs. 
These inciude: 

1. A circular slide rule cali- 
brated to show how much a por- 
tion of meat costs restaurant op- 
erators. Developed by restaurant 
consultant Arthur William Dana, 
the “Costolator” includes a yield 
factor varying with the type of 
meat and cut. 

2. A series of booklets of reci- 
pes designed especially for quan- 
tity cooking. (One in French will 
soon ke issued.) These booklets, 
25,000 copies of which have been 
distributed, enable Amino Prod- 
ucts “‘to teach a lot of people with- 
out cramming it down their 
throats,” according to Mr. Kramer. 

Mr. Swanson designed a three- 
shaker rack-and-bottle combina- 
tion to hold salt, pepper and 
Ac’cent, which also is distributed 
as a premium. The company makes 
sure that salesmen distribute the 
shakers to the persons who placed 
the Ac’cent order merely by in- 
forming the customer that the 
salesmen soon will deliver the set. 


= Advertising and promotion is 
worked out independently by Mr. 
Swanson and Mr. Kramer, who 
then pool their ideas. Other con- 
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3-D CHEESECAKE—Ac'cent may not go 

with cheesecake, but the converse holds. 

Amino Products tied ‘delicious flavor, de- 

lighted customers, decided profits’ to this 
3-D ad in the August Institutions. 


tributions come from Amino Prod- 
ucts’ agency, Batten, Barton, Dur- 
stine & Osborn, Chicago. 

Business papers used in the last 
half of ’°53 were American Res- 
taurant, Chefs & Stewards Man- 
ual, Culinary Review, Fountain & 
Fast Food, Hotel Management, In- 
stitutions, International Steward, 
Journal of the American Dietetic 
Assn., Pacific Coast Record, Quar- 
termaster Review and Restaurant 
Management. 

Ads ranged from quarter-pages 
in b&w to two-color spreads, and 
included a 3-D color page. 

Backing the print campaign is 
heavy direct mail and a line of 
information booklets for institu- 
tional wholesalers, dietitians, 
chefs and other food specialists. 


= The institutional campaign is 
mapped for six-month periods, and 
detailed briefing is sent to each 
salesman. The briefing includes 
latest selling points, complete ad 
schedules, lists of conventions and 
trade shows in which Amino Prod- 
ucts is to participate, information 
on direct mail pieces and a com- 


Gray Joins Lewis & Gilman 
Paul J. Gray, formerly a medi- 


'cal copywriter and project direc- 
itor for William Douglas McAdams 


Inc., New York, has joined the 
copy department of Lewis & Gil- 
man, Philadelphia. 


Two Appoint M. L. Samson 


M. L. Samson Co., Chicago, has 
been named to handle promotion 
for Fine Hardwoods Assn. and Ar- 
chitectural Woodwork Institute of 
America, both with headquarters 
in Chicago. 


Vitapix Appoints Ramble 


William Ramble has resigned as. 


national sales manager of KCOP, 


Los Angeles, to become western | 


sales manager of Vitapix Corp., 
with offices in Hollywood. 


U. S. Steel Boosts Sullivan 


Paul Sullivan has been named 
director of public relations for U. 
S. Steel Corp. in the Chicago dis- 
trict. He has been p.r. director in 
the Utah-Intermountain district | 
with headquarters in Salt Lake) 
City. 


Simons Joins Gardner 


James F. Simons, formerly man- 
ager of the Griswold-Eshleman 
Co. Nashville branch, has joined 
Gardner Advertising Co., St. 
Louis, as an account executive. 


Lennis Promotes Gethoefer 
Lennis Products Inc., 
Gethoefer to sales manager. He has 


been a member of the firm’s sales 
force for five years. 


Buffalo, | 
N. Y., has promoted Thomas C.| 
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One 


Adds up to — 
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i Represented by Avery-Knodel, inc. |. 
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plete sales timetable. 

The ad campaign itself has in-| 
cluded innovations in institutional | 
copy and layout. One spread ap-| 
peared to be a “junior” spread, | 
but actually consisted of editorial-_ 
style testimonials running around | 
the display copy. 

Another spread worked out by | 
BBDO last summer consisted of | 
a full-page photograph of twomen) 
leaving a restaurant, their facial | 
expressions showing they were not. 
pleased with the meal they had) 
just eaten. Facing copy developed | 
the theme that poor taste can drive | 
away business and that Ac’ cent | 
could correct this. 

Effect of the full-page semi- 
candid photo, said Mr. Swanson, 
was to introduce a change of pace 
in food publications that would be 
a sure stopper. Use of the same 
technique is planned for this year. 


® Perhaps the most outstanding 
thing in Amino Products’ indus- 
trial sales organization is the at- 
titude of top management: The 
restaurant business is not a step- 
child in Amino eyes. Nobody gets 
“promoted out of institutional into 
retail,” as Mr. Swanson puts it. 
The interest of Amino Products 
and other manufacturers in the in- 
stitutional field stems from the 
realization that about 23% of all 
food consumed is served outside 
the home. | 
Amino Products’ attention to the 
market has produced one big re-| 
sult: Sales of it and its parent, | 
International Minerals, grossed 
nearly $90,000,000 last year and) 
Amino itself has an institutional- 
to-retail sales ratio double the. 
national average. 
This ratio is expected to stay. 
that way this year, Mr. Swanson) 
declares, despite Ac’cent’s expan-. 
sion into retail stores, completing 
the final phase of the company’s 
expansion. 
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California’s inland valley — 220 miles from Los Angeles, 
90 miles from San Francisco — is a big metropolitan mar- 
ket. Two million people (who annually spend over $2 
billion at retail) live in this independent, self-contained 
area.* You’re not selling California unless you’re reach- 
ing the valley. And you can reach it in depth only with 
its strong local newspapers, the three 


*Sales Management's 1953 Copyrighted Survey 
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Agency Head Irv Olian Turns Out Jingles 
While Driving, Doesn'‘t Get Paid for It 


CuHIcaGco, Jan. 20—The man be- 
hind a good many of the jingles 
used by advertisers in this town 
never collects a cent for his crea-_ 
tive talents. 

He’s Irv Olian, president of 
Olian & Bronner, who got started | 
writing advertising jingles more. 
or less as a hobby and now says, 
“T think I’ve come up with a pretty 
good plus for our agency. Why) 
spoil it by going commercial?” 

Mr. Olian says his knack is. 
probably the result of a ten-year 
association in the agency with 


Irv Olian 


the late I. J. Wagner, who pro- 
duced “What’ll you have?” for 
Pabst, “Whiz-z-z-z, best nickel | 
candy there iz-z-z-z,” and “Got it? | 
Get it!” for Atlas Prager beer.) 

“As long as Mr. Wagner was) 
around,’ Mr. Olian explains, “I 
bowed to the master and didn’t) 
have the presumption to attempt 
Wag’s specialty.” 


gw When asked for his formula, Mr. | 
Olian said, “I look for the ‘inter-| 
rupting’ idea, the sound, the, 
phrase, the melody that possesses | 
the ability to break into a person’s 
train of thought and command at- | 
tention. The important thing I al-| 
ways keep in mind is the gimmick. 
It must have a twist, something 
the kids will pick up, ape, chant 
or sing. If they do that, I know 
we're in.” 

In addition to originating the 
words and musical themes for his | 
jingles, Mr. Olian also gives per-| 
sonal supervision to the production | 
of the spots. 

“Most of the fun comes from 
seeing one of these brain children | 
take form, and I wouldn’t think | 
of missing a recording session... 
Sure, it takes a lot of overtime, 


Anyone in your office can set perfect 
headlines, body text, with Fototype. 


} (A stenographer set this entire ad!) 
Cuts type costs by as much as 90%, 
Use for house organs, catalogs, ads, 
direct mail, brochures—even letter- 
heads! Clean, sharp characters for 
offset, zines or silk screen reproduc- 


tion. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53. 
. 7 
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but as I said, it’s fun.” 


a Some of the Olian-created jin- 


gles and spots currently being 
| chanted in Chicago and elsewhere 


include “I can’t stop eating ’em, 
can’t stop eating ’em, can’t stop 
eating ’em”’ for Jay’s potato chips; 
“What a man won’t do for Edel- 
weiss brew!’’; “Morning back ache- 


|ache-ache?” for Sealy Mattress most of his creative work on the, 


Inc.; “Ho-ho-ho-ho Holsum bread” jingles is done while he’s driving 

for New Process Baking Co., and his car. He also feels that he’s 

“Stop beating me, stop beating me” “just begun to roll” and that his 

for General Rug Cleaners. “interrupting ideas” are getting 
Many of Mr. Olian’s ideas for | better as he goes along. 

‘radio and tv jingles and spots have To date, Olian jingles have won 

been developed into complete ad- the two top Chicago Federated Ad- 

vertising campaigns in all kinds of | vertising Club radio-tv spot 

media. His “So help me Hannah” | awards, and may score again. 

for Hannah & Hogg wines is prob- 

ably more familiar in print than as| ABC-TV Promotes Laing 

a radio-tv slogan. Malcolm B. (Bud) Laing, for- 


The agency head confides that merly business manager for ABC- 


Advertising Age, January 25, 1954 


TV’s sales department, New York, 
has been promoted to station re- 
lations regional manager for the 
network. He will cover the New 
York-New England-Canadian area. 


Seatood House to Gardner 


Teddy’s, The House of Seafood 
Inc. has appointed Fred Gardner 
Co., New York, as its advertising 
agency. Immediate plans include 
newspaper ads, merchandising aids 
and a premium offer to introduce 
Teddy’s Ten Fish Sticks in the 
greater New York area. 


_ where it’s PAYDAY © 


“ALL YEAR-ROUND 


Apr. May June July Aug. Sept. 
(Percent Farm Cash Income Received Each Month) 
Based on eight-year study of Ohio farm income 
(Government payments not included) 
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Advertising Age, January 25, 1954 


Set Tie-in Promotion for cities, ' ls NBBB Offers Ad Bait Story _ing publications to introduce its 
Downyftlake, Log Cabin Ads will be headlined: “Now—| 4 1,200-word feature story on new Weldwood Presto-Set glue. | 
waffles in one minute, with deep- 


i isi i “ . E. T. Howard Co., New York, is 

Downyflake frozen waffles, a! fjayored Lo i | bait advertising, titled “Buyer Be-| " 2 

ad g Cabin syrup and) Bait,” h wr the agency for the product. 
| | product of Waffle Corp. of Ameri- Downyflake waffles.” J. M. Korn & Allen 4 Slacann, sonuaiicd at & y P 


ca, Philadelphia, and Log Cabin ¢o. philadelphia, hand ; 
* phia, handles Downy- | 1B 
Syrup, made by General Foods | fiake, and Benton & Bowles, New 21, he National Better Business Terry Joins Doner in Detroit 


V) tie j wi . Suitable f icati 5 tet 
Corp., New York, will tie in on a| york’ is the agency for Log Cabta. | io eemeneenrs ad pony Paul Terry, formerly divisional 


February-March campaign for —— . ; dvertising manager and assistant | © 
waffles and syrup. Full-color it is being made available through advertising director of F. C. Rus-| © 
pages will run in March issues of Drechsler Joins Reimers Co. _ local chambers of commerce. ‘sell Co., Chovelend. maker a com-| © 
Better Living, Everywoman’s Mag-| Sylvia Drechsler, formerly ad- bination windows, has been named | | 
azine, Family Circle, Life, Western|vertising manager of Grayson| Launches Glue Promotion /to head the industrial division and 
Family and Woman’s Day. News-|Robinson Stores, has joined the! United States Plywood Corp., home products department in the | 
papers, radio, television and car|copy department of Carl Reimers| New York, will run ads in 18 na-| Detroit office of W. B. Doner & Co., 
cards will be used in selected!Co., New York. tional hobby, trade and woodwork-. agency. : 


BETTER DISPLAY—Will & Baumer Candle 
Co., Syracuse, is angling for more impulse 
| purchases of its birthday candles with this 
counter rack featuring the six available 
colors and new packaging. Richard M. 
Franz, Milwaukee package designer, pro- 
duced the new cartons. 


Wolco Products Formed 


A new company, Wolco Prod- 
ucts Inc., New York, has been 
formed and has acquired most of 
the products formerly sold by 
Wolcott Co., president Frank E. 
Wolcott announces. Wolco’s pres- 
ent line includes several varieties 
of home and automobile cleansers 
and polishers. Additional products 
will be introduced later this year. 


Slane Hosiery Names WerBell 


Slane Hosiery Mills Inc., High 
Point, N. C., has named the High 
Point office of Mitchell WerBell 
Advertising to handle its advertis- 
ing and merchandising. 


KTSA Joins ABC Radio 


KTSA, San Antonio, will affili- 
ate with ABC radio effective 
March 1. The station replaces 
KABC, which is switching to CBS 
Radio. KABC is taking the new 
call letters, KGBS. 


Researcher 
Alfred Politz 
Recommends 
Copywriter 
Claude Hopkins 


Claude Hopkins, whose creative copy 
made him one of the highest paid 


Selling time is buying time, too. And, that’s all advertised in his favorite farm magazine. And, 3 — ta edvericing th ones 
P 5 ‘ . eae much of his success to his own copy 
the time in prosperous Ohio where profitable out of 4 Ohio farm families read, and heed, THE seatantiistis Mie Siiiin eatin 


diversification is planned and practiced. OHIO FARMER. as one of the most significant mile- 


You’ll find THE OHIO FARMER of greatest stones in advertising research history. 


é ‘ In “SCIENTIFIC ADVERTISING,” Hop- 
value, too — for presenting the merchandise you kins summed wp the beste principles 


Year-round production provides a steady stream 
of cash —all through every season. That makes 


the Ohio farmer a ste ady customer of home-town sell. Among the few states that match steady, of advertising techniques proved by 
° ° ° P re i H ichi ; his enormous experience with tested 

stores, where his purchases are in keeping with his productive Ohio are Michigan and Pennsylvania, po : 
’ y. The simple axioms he developed 
sales — big — right around the calendar. served by MICHIGAN FARMER and PENNSYL- 30 years ago are as true now as they 


VANIA FARMER. For the full story on the selling 
Foremost in the farmer’s mind as he crosses the __ effectiveness of all three, write to T1013 Rockwell 
street from market to merchant are the products Avenue, Cleveland 14, Ohio. 


were then—and twice as important. 


Long out of print, and a practically 
unobtainable collector's item, the 
book has now been re-issued so that 
everyone who plans, writes or pays 
for advertising may keep it on his 
desk for constant reference. 

Discount prices on orders: 5 to 9 

copies, 10% off... 10 to 24 copies, 


15% off ...24 to 49 copies, 20% 
off . . . 50 or more copies, 25% off. 


Cleveland, Ohio . Loree tt MAIL THE COUPON FOR YOUR COPIES TODAY 


Michigan Farmer, East Lansing, Mich. Moore Publishing Co., 


Book Division 47 
48 West 38 St., New York 18, N. Y. 


**SCIENTIFIC ADVERTISING’ 
@ $2.00 [) Check [] Money Order 
ADDRESS TO: 
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HE success of every sales opera- 

tion in New York rests basically on 
thorough knowledge of the market. 

This localized information, timely 
and accurately documented, has 
been compiled by the Journal- 
American in one invaluable Sales 
Control Manual. 

It can help you, as it has others, to 
exploit the full potential of Ameri- 
ca’s largest, most complex market. 


j N the keen competition for in-store 

display space, the fully trained 
staff of Journal-American field men 
can be your most potent ally. 

Working on a year ‘round schedule, 
these men will build displays and 
secure valuable shelf positions for 
your product; interest non-stocking 
retailers; report on brand popu- 
larity, dealer attitudes and other 
helpful information. 


“DESK TOP SALES CONTROL” is part of the complete sales 
package available exclusively to Journal - American advertisers 


IN NEW YORK IT TAKES ltl lace 


Fp 
- 2 


GOING CIRCULATION 


RE-SELL more families with con- 
sistent advertising! In New York, 
the Journal-American reaches far 
more families than the two other 
evening papers...112,000 more than 
the 2nd; 264,000 more than the 3rd. 
Enjoy the advantages of Journal- 
American circulation leadership and 
its sound merchandising program. 
They give you New York's only com- 
plete, most successful sales package. 


A HEARST cn 
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To 1,062,900 men, 
The Elks is more than a 


publication . . . it’s their 
magazine. As co-owners, they 
read it with special interest 
... believe in it...and buy 
from its advertisers out of 
family incomes far 

above average. 

Advertisers in The Elks 


testify to its effective 


selling power. 


MAGAZINE 


New York e Detroit » Chicago « Los Angeles 


Heinz Slates Two Campaigns 


| H. J. Heinz Co. has scheduled 
,twin promotions during January, 
|February and March. The first | 
event will promote all Heinz prod- 
/ucts, while the second will center 
_around ketchup and cream of to- 
mato soup. Full-color spreads will | 
jappear in Life during February 
and March. Two-third page color 
‘ads and two-third page spreads 
will be run in Sunday comics sec- 
tions. Maxon Inc., Detroit, is the 
agency. 


Symington to West-Marquis | 

Symington Co., Seattle manufac-_ 
turer of light and heavy duty over-| 
snow equipment and distributor | 
of several national lines of snow. 
tractors, has named West-Marauis, | 
Seattle, to handle its advertising. 
Initial efforts will be directed to-| 
ward mining, industrial, sport and | 
winter resort operations in Canada, | 
Alaska and the U. S. 


S. F. Artists’ Club Elects | 

Don Short, of Walter Landor & | 
Associates, has been elected presi- | 
‘dent of the Artists’ Club of San | 
|Francisco. Other officers elected 
are Roger Sheridan, Max Lamph- 
ers & Associates, and Robert 
Strohmeyer, Strohmeyer Studios, 
v.p.s, and Roy Smith, Smith & 
Evans, treasurer. 


Fox-Knapp Names Agency 
Willsted & Shacter, New York, 
has been appointed to handle ad- 
| vertising and merchandising by 
|Fox-Knapp Mfg. Co., New York) 
maker of Woolmaster sportswear | 
for men and boys. Alfred J. Sil- 
berstein-Bert Goldsmith Inc., New | 
York, is the previous agency. 


Airline Promotes West 

Howard R. West, Los Angeles, 
district sales manager, has been) 
promoted to assistant director of | 
advertising of Northwest Orient | 
Airlines, St. Paul. 


more 


people than 


all other Shreveport 


These audience 


stations combined! 


KWKEH story. 


(oa) 


AVERAGE DAILY LISTENERS 


The 
Henry Clay, General Manager 


50,000 Watts ® CBS Radio e Fred 


HE? 


KWKH r eaches 22.3% More people listen regularly to KWKH than to all | 


other Shreveport stations put together. 


In fact, KWKH delivers a 22.3% bigger Average 
Daily Audience than all other Shreveport stations 
combined—yet costs 44.2% less than that four-station 
competitive group! 


KW KH 


A Shreveport Times Station 


SHREVEPO:T LOUISIANA 


| 


figures are from the new Standard 


Station Audience Report—the more conservative of 
the two recent audience surveys made in this area. 


Ask your Branham representative for the whole 


Branham Co., Representatives 
Watkins, Commercial Manager 


Advertising Age, January 25, 1954 


Getting Personal 


The newest addition to the family of Royal & de Guzman presi- 
dent Paul de Guzman is Dylan de “uzman. He has four brothers 
and one lonesome sister...Over at CBS, George Bristol, director of 
advertising and sales pro- 
motion for CBS radio, is a 
father for the fourth time. 
His new daughter’s name is 
Patricia... 

Rod Maclean, assistant 
v.p., Union Bank & Trust 
Co. of Los Angeles, has been 
reelected to the board of di- 
rectors of the California 
Safety Council, and has also 
been named to serve on the 
youth services and ways and 
means committees of the 
Kiwanis Club of Los Ange- 
18... 

Bice Clemow, president 
and publisher of the News, 
West Hartford, Conn., and 
William M. Savitt and Max 
Savitt, president and v.p., 
respectively, of Station 
WCCC, Hartford, have been 
named to West Hartford’s 
Edward J. Hickey Corner- 


HONEYMOONERS-—S. W. Papert Jr., pres- 

ident of the Texas Daily Press League, is 

shown with his bride, Ida, and part of a 

day's catch at Acapulco, Mexico, where 

they spent their honeymoon. The couple 
were wed in Shreveport, La. 


stone Club, an organization 
which is raising funds for a 
youth recreation center in 
memory of the late state 
police commissioner of Con- 
necticut... 


Cork Mobley, account ex- 
ecutive of Pacific National Advertising Agency, Portland, Ore., is re- 
cuperating from an appendectomy just after New Year’s. . .William 
W. Knight, publisher of the Portland Oregon Journal, has been ap- 
pointed a director of the 1954 board of the Portland Chamber of 
Commerce... 

There’s an add to the news that John S. Mahoney, ad and sales 
promotion manager of Hallicrafters, Chicago, became the father of 
Jay—officially John Thomas—on Jan. 5. Five days later, John’s 
brother, Joseph Mahoney, art director and production manager of 
Whitlock-Swigart, New Orleans, passed around cigars in honor of 
his new son, Joseph Jr... 

Charles Percy, president of Bell & Howell, has taken on the IIli- 
nois state chairmanship of Brotherhood Week, Feb. 21-28, sponsored 
by the National Conference of Christians and Jews...Herman C. 
Nolen, executive v.p. of McKesson & Robbins, is wholesale drug co- 
chairman of promotion for Father’s Day, June 20... 

Mr. and Mrs. L. Douglas Wilson, of Portland, Ore., are recuperat- 
ing at home following a serious automobile accident near Bend, 
Ore., en route to California for the holidays. They spent two weeks 
in the hospital at Bend. Mrs. (Lucille) Wilson is v.p. of C. E. 
Stevens Co., outdoor advertising, Portland... 


DISTILLED IN LONDON—Talking over cocktails at the London office of Grant Adver- 

tising are, left to right: Will C. Grant, president; Lord and Lady Gifford; Mrs. Grant, 

and E. D. Garrott, managing director of the London office. Lord Gifford is head of 

Ashton & Mitchell, leading London ticket agency in the entertainment field. New 
Grant offices will be opened in Paris and Rome this year. 


The birthday card from his staff to Allan J. Copeland, v.p. of 
Grant, Schwenck & Baker, Chicago, was a sheet of coarse sand- 
paper bearing the greeting: “Another birthday? Pretty rough, ain’t 
it?”...Joe Neylon, traffic director of Needham, Louis & Brorby, 
Chicago, used the agency’s production order blanks to announce 
the arrival, on New Year’s Day, of Karen Ann—8 lbs., pink and 
white—in suburban Hinsdale... 


When Murray Arnold, program director of Station WIP, Phila- 
delphia, arrived at Honolulu with Broadcast Music Inc. program 
clinic representatives, he reversed the traditional custom of the Ha- 
waiian Islands. Instead of receiving greetings with the bestowal of 
the Hawaiian lei, he presented a gold-plated plaque with the seal 
of the City of Philadelphia on it to Webley Edwards, Honolulu an- 
nouncer. . . 


A cocktail party on Feb. 2 launches a one-man show of water col- 
ors by John C. Pellew, art director of Collier’s, at Grand Central 
Art Galleries, New York. The show will run through Feb. 13... 

Honeymooning in Hawaii are Harold Shugard, associate publisher 
of the St. Paul Dispatch-Pioneer Press, and his bride, the former 
Doris Sandtrock, the newspapers’ food editor, who were married 
on Dec. 26. They’ll be at home in St. Paul after Feb. 1... 
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“in Advertising Age, Nov. 23, 1953 


Postscript to Better Homes and Gardens 
“Readers Choice Home Promotion Success 


n THE November 23, 1953 issue of Advertising Age, 

Better Homes and Gardens ran the amazing results-story of the 
BH&G ‘Readers’ Choice’’ Home Promotion, shown above in minia- 
ture. This promotion continues to build up a sensational case 
history—unequaled by any home promotion anywhere, any time. 
It was initially conceived as a comfortable home for functional 
living—a home people needed and wanted. The idea of a dramatic 
promotion came to life when 36 of America’s top builders agreed to 


““BH&G Readers’ Choice home promotion stupen- 
dous success. It stimulated traffic in our store. 
Sales on home- furnishings merchandise favor- 
able. A definite consumer good-will builder for 
our store. Would like to cooperate on any other 


in the future.” Steinkamps Home Furnishers 


Little Rock, Arkansas 


““BH&G Readers’ Choice home stimulated much 
general interest and special interest in newer 
items uséd in the home. Chief result in traffic 
stimulation was new people coming into store as 
a result of promotion. Program was definitely 

worth while.” 
Modesta Comeford, Modesta’s Maple Shop 
Albuquerque, New Mexico 


Consumers’ reaction definitely excellent. Good 
sales results. Greatest value in publicity. We feel 
time was well spent. Opportunity to demonstrate 
value of decorator-builder cooperation from 
ground up invaluable to everyone.” 
Norman Foster, ietester Designer 
Showroom of Finer Furniture 
Corpus Christi, Texas 


“Traffic was boosted tremendously. Keen interest 
was shown in this entire area including out of 
town homemakers. While we had many direct 
sales, fee] most important results are in the many 
fine seeds planted which will result in a future 
harvest of sales. Thanks for a good promotion.” 
Jack C. Blumenfeld, Shon Furniture Co. 
Michigan City, Indiana 


“Many favorable comments. Store traffic stimu- 

Jated, and many displayed accessories sold. Best 

results of any model home we have done. Gave 
prestige to the store.” 

Fred Henriques, Henriques 

Palo Alto, California 


“Promotion had a great deal to do with our in- 

creased store traffic and sales. Party who bought 

Readers’ Choice home purchased all furniture 

and fabrics we used in decorating the home. We 

thank you and hope to again have the chance to 
do another such home in the near future.” 

Gordon Helwik 

Contemporary Trend of Brookside 

Tulsa, Oklahoma 


“Very well pleased with public comment and 
response. Feel both prestige and increased sales 


are resulting.”’ 
8 Gene Forest, The Crescent 


Spokane, Washington 


“The promotion was entirely successful with 
tremendous interest shown in our furniture. Your 
model home was perfect for our merchandising 


policies. 6.0 Gide 
Town and Country Furniture Shop 
Dayton, Ohio 


“House was our first opportunity to show Spring- 
field contemporary furnishings in proper setting. 
About ten thousand people visited home. Defi- 
nitely brought and still bringing new business. 
Established our public reputation as qualified 
interior planners. Consider it best promotion we 
have ever undertaken and want to cooperate in 


any future programs. Fred Shellabarger 
Vanguard Furnishings Co. 
Springfield, Missouri 


“Public’s response to the Readers’ Choice home 
was considered the best we have everexperienced.”” 
A. Mogilner, Home Furniture Company 
Colorado Springs, Colorado 


“Extremely well pleased on promotion of Readers’ 
Choice home. It stimulated tremendous interest 


build the home. Leading home designers, interior decorators and 
furnishers were quick to recognize the “Readers’ Choice’’ Home as 
a perfect setting for their contemporary furnishings—and the pro- 
motion snowballed into the greatest event of its kind ever held. 
Now we follow up with some important postscript comments from 
stores that furnished the homes. This promotion success is further 
evidence that a magazine which can move such tremendous throngs 


is also a prime mover of any consumer goods or services. 


Read these enthusiastic comments from stores that furnished the ‘Readers’ Choice” Home. 


which produced traffic and sales. The promotion 

helped hold our volume through the fall months 

up to 1952’s high levels. Such promotions keep 

us in the limelight.” 

S. Morgan Sorenson, Southeast Furniture Co. 
Salt Lake City, Utah 


“Received exceptionally good comments and in- 
creased store traffic, not only from Dallas, but 
also surrounding towns. Some direct sales were 


made.” Zangela and Lucia Rick 
Rick Furniture Company 
Dallas, Texas 


“Promotion resulted in a tremendous public 

interest in the home, with the largest first two 

days’ attendance of any model home ever shown 

in the community. Attendance throughout the 
four weeks’ showing was very large.” 

Sarada Hodgkins, Dorris-Heyman 

Phoenix, Arizona 


“We have been well pleased with the reaction to 
Readers’ Choice model home. Attendance has 
been running about 10,000 per month and is still 
continuing. Publicity in the local press both for 
the opening and since has been very excellent. 
Customer reaction by direct inquiry in store has 


been‘very good.” K.S. Pelton, Barker Brothers 
Los Angeles, California 


“BH&G Readers’ Choice home promotion stimu- 

lated traffic and was a big factor in our increased 

sales during the promotion. Your advertising in 

the magazine and the publicity you gave the 

promotion resulted in many inquiries and in a 
number of direct sales.” 

H. W. Bennett, Gen. Sales Mgr. 

John M. Smyth Co. 

Chicago. Illinois 


WATCH FOR ANOTHER BH&G HOME PROMOTION IN 1954! 


Qris 


“Our participation in the promotion stimulated 
sales of modern furniture in the store. We think 
such joint efforts undoubtedly help furniture 


business.” John C, Weston, President 
Suniland Furniture Co. 
Houston, Texas 


“Great success! Stimulated sales on merchandise 

used. The increase in September—October— 

November business attributed partly to the suc- 
cess of the BH&G promotion.” 

Sid Jones, Sid Jones, Inc. 

Jackson, Mississippi 


“General business increase.” 
Pat Batis, Lechtenstein’s, Inc. 
Corpus Christi, Texas 
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Wants Answer to AA Readers’ 


To the Editor: Some weeks ago | 
(Nov. 30), you saw fit to publish | 
a story about our Hartog cam-|,~. "* : 
paign. You even showed some of. ly invites ads of this nature. 
the advertisements; and in an off- | 


hand way, you mentioned that | 


: | ers’ 
there would be a calendar incor- ©S 


porating 12 of these ads. 


reaction. 


Last week you reported our con- | 
cept of “The American Soldier’s | 


| 
series . . 


cagily with “. . 


with sree 


calendar.” 
| 


Berlin! 


The Voice of the Advertiser 


This department is a reader’s forum, Letters are welcome. 


Wish,” which we published in the 
Reaction to Carson Stories Berlin newspaper, Der Tag. In 
reporting this idea you referred 
your readers to the State Depart- 
|/ment program which coincidental- 


| We thought you might be as in- 
| terested as we were in your read- 


In the four days after the Har- 
‘tog story ran, we received over 
| 200 letters. Most of them began 
. results from this 
.’ All of them—and the 
| 100 or more since, wound up 
and please send me a 


To date we have received not 
/one inquiry from an agency ask- 
ing about results to our ad in 


' Both stories had “hooks.” Sure, 


Ain that glitters : / 


‘N 


is not coal \| 


Say you want to advertise coal 
handling equipment to the power 
generation market. You buy space 
in a utilities trade magazine 
which sparkles with imposing cir- 
culation and many pages of read- 
ing matter. 


But all that glitters there is 
not coal, on two accounts: (1) 
Only a part of the readership em- 
braces men who have to do with 
coal. (2) The amount of coal 
editorial matter given them 
amounts to something less than 
a lump in the 
bucket. 


The same circumstance confronts *) 
you in automotive, food, chemical, Ss 
steel, cement, textile and other verti- 
cal publications. 


On the other hand, take a 
horizontal book called UTILIZA- 
TION (Uty for short). All that 
glitters in UTILIZATION is coal, 
because this ‘magazine of coal 
uses” cuts sharply across vertical 
lines with respect both to circu- 
lation and to editorial usefulness. 
“Uty” is read by the men who 
handle 90% of U.S. annual coal 
consumption in: 


- Electric utilities, municipal and private power 
stations + Steel, cement and chemical plants - General 
manufacturing - Coal retailers and wholesalers - Coal 
docks and rail terminals - Plus many hospitals, schools 
and public buildings. 


Unique UTILIZATION is the only publication any- 
where which thus covers the tremendous, but virtually 
untapped market of coal users. If you’re prospecting 
for the buying influences where coal is burned, 
bought, docked, exported, handled, used for 
manufacture, resold, shipped or stockpiled— 
strike it rich. Utilize UTILIzATION! 


e * = 
U: tlization 

MECHANIZATION, Inc., Publishers 
MUNSEY BUILDING ¢ WASHINGTON 4, D. C. 


NEw YORK « PITTSBURGH « CHICAGO + SAN FRANCISCO « Los ANGELES 


one offered a tastefully done, art 
director’s dream—good taste “girl” 
calendar. The other offered results 
on a project in which the adver- 
tising profession could contribute 
their talents to world brotherhood 
and peace. It was a test of adver- 
tising communication as a carrier 
of understanding—bridging the 
barriers of language. It was 
saying in effect: Here is the one 
profession which America has nur- 
tured, whose techniques and back- 
ground are not Old World, yet it 
is being used as a bridge, as a tie. 

Both the Hartog campaign and 
the Berlin ad are our children. We 
are proud of both. But in our 
minds there are no comparisons 
between the two. 

The only comparison is the re- 
action from your readers. Read the 
paper they must—because one 
story pulled like crazy. 

However, it would seem to us 
that no matter what the reaction 
to the “Berlin ad” idea was— 
“valid or invalid’; “idea—good or 
bad”; copy, layout—“good or bad” 
—certainly it would seem to us 
that the profession would have 
been interested enough to say 
“What happened?” 

Could it be that even when read- 
ing their professional magazines 
our members are really “consum- 
ers”? That they react to and act 
on a—shall we say—set stimulus? 
That an advertisement with “an 
idea’—no matter how broad or 
how close to their professional in- 
terest—will not arouse curiosity, 
action? 

We'd like to know—if you can 
figure it out. 

RALPH CARSON, 


Carson-Roberts Inc., Los An- 
geles. 


* 7 * 
Offers Explanation of 
Foundry Type Problem 

To the Editor: In “Use Our 
Type, but Don’t Print from It” 
(AA, Dec. 21), Kenneth B. Butler 
indulges in what I personally be- 
lieve is one of the lowest forms of 
journalism. He is more interested 
in filling a column than he is in 
truth. 

Mr. Butler raised a broad ques- 
tion. It can be proved or disproved. 
In his position as head of a print- 
ing firm he either should know the 
answer or he could easily find out. 
If his contention is correct, he 
would write his column with sup- 
porting figures. If he is wrong, he 
wouldn’t write the column. 

And now for a brief, partial an- 
swer to his question. 

1. Practicality. New fonts of type 
of the kind Mr. Butler refers to 
(special domestic and foreign fac- 
es) often require weeks or months 
for delivery. Battering or wear of 
a few letters could put the entire 
font out of use for that period of 
time. Since demand, use, and need 
for replacements are never con- 
stant, a schedule of constant re- 
placement is not practical. To use 
such a step as the latter would 
often mean cases overflowing with 
type the typographer couldn’t pos- 
sibly store, and couldn’t afford to 
discard, even if he was wealthy 
enough to afford to order on this 
basis in the first place. 

2. Simple Economics. Type is 
most frequently sold in fonts. 
While theoretically the quantity of 
each character is varied to meet 
composition needs, in practice this 
often does not work out. A font of 
36-point, costing approximately 
$15, may have only five cap A’s, 
and 7 lower case a’s. If there is, 
say, a large use of a, exhausting 
that quantity, it becomes necessary 
to buy a complete additional font. 
A little arithmetic shows those 7 
a’s, on such a basis, cost better 
than $2 each. It is true the typo- 


grapher would get all the other | 
letters of the alphabet—which 
then fill his cases to overflowing 
and often are never used. As Mr. 
Butler points out, someone must 
pay for this, and inevitably it 
would be the customer, who would 
naturally yell to high heaven over 
what would be higher cost. 

Mr. Butler should also know that 
a leading American type foundry 
instituted a plan some years ago 
to supply disposable foundry types. 
The plan was altered afterwards 
in a way that made it less practi- 
cal and higher in cost (from the 
typesetter’s angle). Hence the in- 
dustry is more or less back where 
it started for faces available under 
that plan. 

A distinction should be made 
between an advertising typograph- 
er and a commercial typographer. 
The former is not in the business 
of retailing type. He is furnishing 
a service. The commercial typo- 
grapher, while also providing such 
a service, retails type too. Wher- 
ever possible, he is very happy to 
sell it, as Mr. Butler proposes. 

For a complete answer to Mr. 
Butler, may I suggest he—and oth- 
er interested buyers of typography 
—should consult any good type- 
setting company. 

WILLIAM E. LICKFIELD, 
Editor, The Trade Composi- 
tor, Philadelphia. 


* 
Typography Problem Is 
Matter of Economics 

To the Editor: I was interested | 
in an article by Kenneth B. Butler, | 
entitled: “Use Our Type, but) 
Don’t Print From It” (AA, eee! 
21). 


Advertising Age, January 25, 1954 


Mr. Butler complains that the 
professional typographer does not 
want to send his foundry type out 
for printing but fails to state the 
length of the run. 

Much typography today is re- 
produced by the zinc etching proc- 
ess, which means that a perfect 
reproduction proof must be pulled, 
with every letter clear and sharp. 
Long press runs will wear any 
type, which means make-ready 
time on the proof press with a 
gamble on the ultimate result. 

Big league typographers have 
their own type foundry and are 
prepared to send out type for 
printing or reproduction in all 
standard faces such as Caslon, 
Bodoni, Futura, flat serif letters, 
etc. However, when you come to 
foundry type for special faces, 
that’s another story. A font of 24- 
point costs approximately $12. If 
the type comes back worn, it must 
be thrown in the melting pot, with 
a recovery value of only a few 
cents per pound. But if the job has 
grossed $120, and the typographer 
can make 10% net (and that’s 
tough to do in these days) he 
would recover only the cost of the 
type. Therefore, it is not practical 
to release foundry type or special 
decorative faces from the typo- 
graphic studio. It is poor business 
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DID YOU KNOW? 


With its 91% coverage, the Louisville Courier-Journal Sunday 
Magazine compares favorably with the 50.2% average 
coverage of the Parade newspapers, with the 47.5% average 
coverage of the This Week newspapers, and with the 44.6%, 
average coverage of the American Weekly newspapers. In 
addition, it offers 15% or better coverage of 69 counties in 
Kentucky and southern Indiana. 


Send for your free copy of a new factual study of newspaper 
supplements, Write to: Promotion Department, The Courier- 


Journal, Louisville 2, Kentucky. 


THE LOUISVILLE 


Conrier-Zonrnal 


SUNDAY MAGAZINE | 


Sunday Courier-Journal Circulation 303,238 »« Member of The Locally Edited Group 
Represented Nationally by The Branham Company 
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and poor economics. 

If a full page ad or a large piece 
of type composition must be sent 
out to a printer or a mat maker, 
the answer is to get an electrotype 
of the special lines. 

Mr. Butler holds over the heads 
of the progressive typographer the 
threat of new processes of repro- 
duction. That is in the offing, of 
course. But it is not the answer to 
the problem under discussion. 

EpwIn H. Stuart, 


President, Edwin H. Stuart 
Inc., Pittsburgh. 
& * e 


Two Views About Gladys 


To the Editor: “As a regular and 
conscientious reader of AA, partic- 
ularly the editorial page (and, also 
Voice, Jan. 4 issue), I must confess 
that’—one of the things I like 
VERY MUCH and besides “Gladys” 
are the letters you get and I in- 
clude that of M. C. Tucker. 

You’ll have to “slant” things a 
bit more toward our Canadian 
friends or bring them into our 
vernacular as both types of reader 
grow with you. And now that we 
are both through the holidays you 
CAN sit back and get a laugh with 
him. 
(This is not derogatory, as I’ve 
made much pleasant use of the 
Ontario & Quebec travel to and 
from my N.E. originations. He 
should hear me practice my French 
on his Quebec-er neighbors.) They 
are getting to enjoy us too, as we 
go along. 

H. E. ANDERSON, 
Evanston, Ill. 


= 

To the Editor: You guys really 
are “in a bind” as our young peo- 
ple call it! 

A fellow up Canada way doesn’t 
think Gladys the Beautiful Recep- 
tionist funny. (Neither do I, for 
that matter!) 

Then the editor comments, 
“What do we do now?” (Frankly, 
I don’t know, either!) 

Now, let me add my own two- 
bits’ worth (and I’m a “regular 
and conscientious” perusor, too!) 
and say I don’t even think she’s 
particularly beautiful, either! 
(Now, where does that put you?) 

It’s not because I’m a preacher 
I say this, because, to be perfectly 
honest, I think God gave me eyes 
to be used. And, on top of that, as 
my wife so beautifully and suc- 
cinctly puts it: ““Whenever you fail 
to see charm in the female-of-the 
opposite-sex I’m not interested in 
you any more!”—and SHE finds 
me utterly fascinating! 

As I said, you guys really are... 

She ain’t funny, and she ain’t 
beautiful! She obviously IS a waste 
of engraver’s plates and printer’s 
ink. But, she equally obviously is 
NOT a waste of thought, since ap- 
parently no one has really thought 
out this so-called “feature!” 

(REv.) W. M. HuNTER, 

First Presbyterian Church, 

Robinson, II. 

* 


To the Editor: Amen to Tucker 
who sells Ontario up there in 
Toronto (Voice, Jan. 4). Gladys 
the Beautiful Receptionist leaves 
us cold, too. We get a lot of infor- 
mation out of AA and a lot of 
laughs, too. 

That “Don’ts for Speakers” was 
a dilly. Laughed right out loud. 
But Gladys gets no guffaws from 
this gink. Webster says that a gink 
is an absurd, eccentric person. 
Maybe this is the pitch... 

J. M. PICKELL, 

Publisher, Michigan Manufac- 

turer and Financial Record, 

Detroit. 


]. E. Lutz Clarifies Facts 

To the Editor: The article in 
AA Jan. 11 regarding the disso- 
lution of John E. Lutz Co. is in- 
correct in the statement that I re- 
tired in 1947. I retired as a stock- 
holder of John E. Lutz Co. Sept. 
30, 1953. F. M. Jaycox became 


president July 1, 1953, on my res-: 
ignation from that office. The) 


company was incorporated Jan. 1, 
1947, to take over personal repre- 
sentative business of John E. Lutz, 
started Jan. 1, 1916. 

Sheldon B. Newman becomes 
the direct representative of the 
eight Booth (Michigan) newspa- 
pers as of Feb. 1, 1954, with of- 
fices at 435 N. Michigan Ave. (the 
John E. Lutz Co. office). The De- 
troit News will have offices at the 
same address—manager to be an- 
nounced. 

JoHNn E. Lutz, 
Chicago. 


Russell T. Gray Does Not 
Seek Swift Consumer Account 

To the Editor: On Page 4 of the 
Jan. 11 issue you list Russell T. 
Gray Inc. among the advertising 
agencies that are bidding to han- 
dle the Swift & Co. advertising re- 
cently given up by Needham, 
Louis & Brorby. 


This is to advise you that Rus- 


sell T. Gray Inc. is not interested | 


in accounts dealing with products | 


sold to the general public and nor- | 
mally handled by a general agen- 
cy. We have made no attempt nor 
do we contemplate making any 
attempt to secure any of the gen-| 
eral consumer portion of the Swift | 
account, and we would very much | 
appreciate your publishing a re-| 
traction of the paragraph on Page| 
4 of your Jan. 11 issue. 
HARVEY A. ScCRIBNER, 

President, Russell T. Gray 

Inc., Chicago. 

Russell T. Gray was listed in the 
story as one of the four present 
Swift agencies, handling industrial 
business. “All four” were reported 
as interested in the Swift business 
resigned by Needham, Louis & 
Brorby, and this was in error, as 
Gray does not handle consumer 
advertising. 


e + + 
Out of Allen's Jokebook 


To the Editor: I appreciated the 
item in Copy Cub’s Dec. 21 column 
attributing to me the mountain- 


molehill crack. While I would love 
to claim it, I was quoting Fred 
Allen, who made the remark many | 
years ago. 


Thanks anyway. 

PAuL SMITH, 
Calkins & Holden, Carlock, 
McClinton & Smith, New York. 


HELP YOURSELF 


TO A BILLION DOLLAR PIE" 
\ Za 


44 ERM yD 


Ci7™ ~ 
Lawn Wee 
A 
—— 


an High income from agriculture and industry rate 


the 4-state Siouxland area one of the richest 
“market pies” in the world. That means SALES 
POTENTIAL UNLIMITED for any product. Get 
your share in 1954! 


CONTACT OUR NATIONAL REPS. NOW 


Che Sioux Citu Journal 


JOURNAL-TRIBUNE 


NATIONAL REP! JANN & KELLEY, INC 


an 


HOW TO LAND 
CUSTOMERS 


Use Trade Mark Service 


_ telephone directories 


in the ‘yellow pages’ of 


For further information call the Classified Directory Representative at your 
local telephone business office or see Standard Rate and Data (Consumer Edition). 
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Sell More Dresses by Urging Overhaul of 
‘53 Bodies, Gossard Urges Corset Clerks 


Cuicaco, Jan. 20—Women don’t 
need to be told why to iron out 
the lumps and build up the bumps, 


but they must be reminded to do 
‘and Seventeen, where the basic 


something about it. 

This premise may be disputed 
by some persons—especially wom-_ 
en—but H. W. Gossard Co. defends. 
it by citing a sales increase of 
some $1,500,000 in two _ years. 
Credit for the rise is given by ex-_ 
ecutives of the foundation garment 
firm to ad promotions using co-op | 
newspaper space as the primary 
medium. 

Gossard promotions have dem- 
onstrated that women will buy the 
fabric and rubber body armor to 
enable them to wear newest dress 
designs with a semblance of ele- 
gance. At the same time sales of 
hip restrainers and bosom boosters 
give an upward flip to ready-to- 
wear sales. 


# This year Gossard will expand 
its traffic-builder programs with 
new themes to lure women to cor- 
set shops, specialty retailers and 


Bae Cosa CO 1 MOND Came SHRM ONEABO © MW YORE Sar HANG ar ARENA mL «RO 


TALL & SHORT—Gossard will run this page 

in Mademoiselle next month to capitalize 

on fashion-conscious tall girls, but also 
slants copy toward shorties. 


department stores. As in the past, 
promotions will be geared to mov- 
ing stock already on dealer shelves, 
not new, highly-specialized de- 
signs. 

Although the bulk of Gossard 
advertising will run locally on a 


...18 Q Sales tool 


An annual report can be 
an important sales tool if it 
is easy to understand, and at- 
tractive in format. 


WE'VE PRODUCED some of the 
best, two of which have recently 
won industry awards. It takes 


imagination, experience, a flair 
for visualizing statistics, and 
good taste. And with 
Chartmakers’ complete art 

and production facilities you 
can be sure of producing an 
annual report of which your 
company can be justly proud. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


180 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 
MUrray Hill 8-2760 


co-op basis, the ’54 schedule lists 
half to full b&w pages in Country 
Gentleman, Mademoiselle, Mc- 
Call’s, The Saturday Evening Post 


promotion themes will go national. 


phone with a pitch for girdles to into a girdle and get pretty by the | 
This time the old man drags himself ducted in cooperation with a small 


wear with party dresses. 
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The series grew from tests con- 


theme has been adopted by the home after 9 hard day at the of- Chicago department store, Wayne 
‘girdle manufacturer for promotions | fice. 


to break regionally at party time. 
For example, party time ads run 
on the West Coast at Rose Bowl 
time, in New Orleans at Mardi 
Gras and elsewhere in the South 
‘during local azalea festivals. 


Gossard and its agency, Weiss & 


Geller, prepare the usual co-op 
aids—mats, copy, etc., but Gossard 
also prepares tailor-made layouts 


for at-cost sale to individual re-)| 


tailers. Several of these ads have 
led to promotions for use by all 
of its retailers. 

Merchants, too, contribute ideas 
for promotions: A West Coast 
store last year came up with a 
“party line” theme, linking a tele- 


| 


Keystone of Gossard’s ’54 pro- 
gram is a three-ad series to run in 
Women’s Wear Daily. The ads are 
intended to sell girdles and bras 
by pointing out to store clerks 
that recommending purchase of 
foundation garments can sell 


/@ Another retailer contributed a| dresses, sweaters, etc., to women 


window display on the care of 
girdles that now is the subject of 
a Gossard display instruction 
booklet. 

A promotion aimed at to “9 to 
5” (career) girls has its sequel 
in a 1954 campaign directed at 
housewives. Headed “If your date 
arrives on the 5:45...” it encour- 
ages women to clean up, climb 


whose figures don’t fit current 
fashions. 

The ads will run in Women’s 
Wear issues devoted to ready-to- 
wear and sportswear, by-passing 
foundation issues. Another ad, 
emphasizing advantages of push- 
ing foundation gear in window 
displays of other clothing, will be 
aimed at store management. 


|Beaudette, Gossard ad and sales 
‘manager, told AA. Gossard’s ad 
‘department and the store’s ready- 
_to-wear department heads (the 
'store is too small to have an ad 
department) worked out newspa- 
/per layouts for dresses and foun- 
‘dations such dresses require. The 
foundations were picked—as in 
/90% of Gossard promotions—from 
‘its items already stocked by the 
store. 

The ads soon registered in- 
creased sales in both dresses and 
foundations, Mr. Beaudette said. 
Buyers began checking with the 
undergarment department to see if 
it could match styles the buyers 
wanted to push. 


Whether you sell contractors... 


or corset buyers ... 


oct now. 


On OUL tree ! 


Here are three of the many ABP services for 


advertisers that can be valuable to you. 


~ UPI ERTIES 
BTS PC RICAOS 


1. GET INTO THE RECORD 
Be sure to: put the data on your 1953 busi- 
ness paper advertising expenditures into 
ABP’s third annual study of 
LEADING BUSINESS PAPER ADVERTISERS 
If you hayen’t received a form on which to 
make your report, write to ABP. Send in 


* your figures now for this important and 
widely used study. 


2. ASK FOR A FREE SLIDE-TALK PROGRAM 
Can your advertising group, college or university use a 
complete 45-minute slide-illustrated program on 

WHAT MAKES A BUSINESS PAPER 
ADVERTISEMENT GOOD? 
Write to ABP’s Speaker’s Bureau, for the speaker and 
program, giving details about your ad group. There’s no 
charge for this educational service. 


3. STUDY TESTED COPY ANGLES 
Send for the history-making ABP booklet, 
COPY THAT CLICKS 
Now in its third printing, this booklet is 
helping more and more advertisers to in- 
crease the returns on their business paper 
investment, with copy angles that sell because 
they serve. 


publication ... 


all good 


It’s simple ad-sense to select your audience .. . 
to advertise directly to people who buy 

your particular product. That’s a job for 
advertising in the business press. 

Business papers concentrate on prospects 

for specific products . . . brief them on 
what-and-why-to-buy . . . help to expand 
markets — to sell more, at a lower-cost-per-sale. 
No other medium does this job! 


There’s one point as thoroughly agreed upon 
today as the law of gravity: the ad value of 
a publication stems directly from its editorial 
value. The better the editing job, the better 
the advertising medium. It’s true of any 


and particularly true in the 


sharply aimed business press. 


How can you weigh the editorial quality 
of a business paper? By your own depth of 
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Gold mine of the foundation 
business is the tall girl market, 
defined as women more than 5’7” 
tall. These women, Mr. Beaudette 
said, are extremely conscious of 


clothing, demand quality and are} -—— 
willing to pay for it. As walking! -; i 


fashion plates, they exert influ- 
ence upon their shorter sisters. 
“We knew we had the ideal line 


for them,” he added, “and found! / 


that there are about 4,000,000 tall 
girls in the country.” Gossard tied 
in with Mademoiselle’s second tall 
girl issue (October) last year and 
followed up the magazine’s in- 
store promotion with a tall girl 
foundation show. 


= Test run of the show was in 


Carson Pirie Scott & Co., Chicago, 
where 4,000 women signed the) 


1 


<< -4/ attended a Cleveland show. 


', . i Z { ‘ ji 4 ee = — pti S| 
BACKSPIN—Gossard will serve up this 
ad to ready-to-wear department managers 


to get them to push corsets in hopes of 
more dress sales. 


attendance register. Later, 6,000, were held in “foundation salons” 


Although fashion shows 
limited to large cities or cities | selling attempts were subtle. 

with a large trading area (from) Gossard also moved in last year 
8% to 12% of women qualify as when the halter dress craze showed 
tall girls), the tall theme has been signs of catching on. The company 
fitted into local and national ad- clipped as many retail ads for 


| (the old corset department label dle 1 
are | tended to kill teen-age traffic) and | divisions. A large-scale advertis- 


vertising plans for ’54. 

The fashion show also is used 
to tackle one of the foundation 
business’ major problems—per- 


Gossard signed Meta Frances 
Justice, “Miss Maryland” of 1953, 
for personal appearances in the 
state last year. Ads, in-store post- 
ers and other media urged teen- 
age girls to meet Miss Maryland 
and hear her tips on grooming, 
posture, fashions, etc. The shows 


halter dresses as it could find, 
then sent them back to the ad- 
| vertisers with a halter bra sketched 
‘into each layout. A note pointed 
out that these bras are required 
“equipment for such dresses. 

| Retailers took the hint, added 
‘bras to their ads and, according 
to Mr. Beaudette, sales of both 
garments soared. 


Doughnut Corp. Leaves Grey 


Doughnut Corp. of America, 
New York, has appointed Blaine- 


druggists 


or design engineers ... 


selling is specialized 


experience, if you know the 


research-in-depth to find out how readers 
rate specific papers. There’s another way, 
too... and it digs as deep: study the circula- 
tion picture. One clear pointer is paid circula- 
tion. Paid circulation papers must give good 
editorial value to their readers, to keep them 
paying. Chances are, a paper that’s worth 
your prospect’s dollar is worth yours, too. 


All ABP members are “‘paid’”’ papers .. . 
members of ABC. Fact is, 2.3 million sub- 
scribers are now paying over $9,200,000 a 
year to read ’em. What’s more, ABP papers 
are active in the Association’ 
and better editing techniques . . . well aware 
that abler editing does a double job: it at- 
tracts more readers, develops more reading 


—and more buying. 


field well. Or by 


s study of better 


THE ASSOCIATED BUSINESS 
PUBLICATIONS Founded 1906 


205 East 42nd Street, N.Y. 17, N.Y.» MU 6-4980 


All members of 


ABP are proud 
members of ABC 


Thompson Co., New York, to han- 
dle its ice cream and doughnut 


ing, merchandising and sales pro- 
motion campaign for the ice cream 
division is being prepared. Grey 
Advertising, New York, is the pre- 
vious agency. Albert Coleman Ad- 
vertising and J. M. Korn & Co. 
also service the Doughnut Corp. 
account. 


Die Supply Co. to Feeley 


Die Supply Co., Cleveland man- 
ufacturer of die sets, tool, die and 
machine shop supplies, has ap- 
pointed Feeley Advertising Agen- 
cy, New York, to handle its ad- 
vertising and public relations. Die 
Supply is a recently acquired sub- 
mage f of E. W. Bliss Co., Can- 
ton, O. 


Hunter Opens L. A. Office 


Maxwell J. Hunter, formerly of 
Keenan, Hunter & Dieterich, San 
Francisco publishers’ representa- 
tive, has been appointed by 
Popular Mechanics to open a Los 
Angeles office to cover the South- 
ern California territory for the 
magazine. 


SERVICE; 


Exactly as you must have it... 


at the lowest final cost to you! 


Agency Ad Composition 
POOLE BROS. INC 
Chicago 

WAbash 2-6800 
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Advertising Age, January 25, 1954 


Advertising Pages and Linage in Farm Publications 


Official Figures for December and Years 1953 and 1952 as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classi- Poultry, Classi- 
: fied and Livestock, fied and Livestock, 
-—Total Advertising, in Pages— ———Total Advertising, in Lines -———. in Lines —Total Advertising, in Pages— ———Total Advertising, in Lines in Lines 
Dec. Dec. Year Year Dec. Dec. Year Year Dec. Dec. Dec. Dec. Year Year Dec. Dec. Year Year Dec. Dec. 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
Farm Magazines ioe foe. ln ae a oa oe oe 
S Michigan Farmer ..... . le z 596. 24, 546 i 7, R ’ 
tCapper's Farmer... 35.7 388 6579 Oe eee ANEYE 477.259 689027 20°13 asigag| Missouri Ruralist ..... 22.4 243 555.2 5318 17,037 18,474 421,921 404,191 15,266 15,969 
pr mee A a we F s . . ’ “ ’ , ’ , . \ Montana Farmer: 
HNatl Less Western. 84.0 68.1 1,125.3 1,093.1 36,053 29,202 482,783 468,907 34,518 27,576 |, StOCkMaD ones ee — 2 lO a eee oo — Se a oo 
Western .......:. 86.0 681 1119.7 1,093.1 36,911 29,202 480,352 468,907 35,376 27,576 | Nebraska Farmer ..... ; ' : ’ ’ — , , 
# vee es 11225 10931 36482 29202 481/568 468.907 34.947 27576 | New EnolandHomestead 25.1 25.4 464.3 452.4 17,596 17.77 325,126 316,638 12,596 11,616 
Average 2 editions .. 85. eee Sen ’ , : . : , Ohio Farmer ......... 31.6 284 728.5 683.1 24,254 21,775 559,485 524,592 20,406 18,302 


§Farm & Ranch—Southern Agriculturist: | gl 
Upper South Edition 31.8 24.4 456.6 360.2 13,626 16,610 195,843 244,928 12,344 15,144 | pom came 
Slower South Edition 328 24.7 480.6 3788 14,066 16,769 206,169 257,531 12,484 15,198 ’ 


re Prairie Farmer: 
SSouthwest Edition . 39.6 336 589.9 494.4 16,994 22,861 253,091 336,180 14,786 19,855 Farmer: 
Sone Stine. 507 2746 GO G@l2 Ma int ass i780) isan tare | 4 SUeee in .. 0 OS ee me ee eS eS OS ee an 


23.4 264 530.6 493.1 17,665 19,929 401,213 372,759 16,236 17,815 
25.3 23.1 556.0 539.4 19,440 17,773 427,093 414,197 16,695 14,598 


Progressive Farmer: ZIndiana Edition ... 45.1 45.1 931.6 889.1 32356 32855 678,222 647,243 26,850 26,161 , 
® itions . 44.7 45. : : 

lates tn 74 708 1104 1? mn en me me en ae) ne ee. eS CU Us Gee ae eee ee ee oe 

#Ga.-Ala.-Fla. Utah Farmer ........ 24.1 37.1 572.0 559.0 18,215 28,062 432,445 422,599 15,079 23,372 

oc ten ee 77.3 79.4 1,201.8 1,123.9 52,543 53,982 817,140 = 764,290 49,598 951,427! Wajtaces’ Farmer .... 48.6 50.4 1,049.2 1,003.3 38,083 39,543 822,538 786,576 32,404 33,722 ia 
¢y.-Tenn.-W. Va. Washington Farmer... 23.5 27.1 535.5 500.3 17,761 20.474 404.853 378,208 16,332 18,360 ® 

poy epeasests= 75.9 77.8 1,128.4 1,609.6 51,597 52,891 767,288 727,321 49,688 51,126 | Western Farm Life .. 17.6 166 391.7 391.4 13,764 13,009 307,029 306,914 11,507 11,333 
s.-La.-Ark, §Herdsmen Edition . 14.7 14.9 349.7 391.4 11.543 11.697 274,186 306,882 4,746 3,262 | a 

“as aaaase sss. ja be Herd ‘eee payed mp4 bo vag nod Ls ns 4 ne Wisconsin Agriculturist. 37.1 37.2 777.5 718.0 29,115 29,163 609,587 562,807 28,363 28,107 : a 

Average 5 Editions . 77.4 79.9 11686 1109.7 52595 54,349 794,654 754,621 50,045 52,072 _ Total Group ...... F094 726.9 14,8265 14,253.2 541,046 553,540 11,311,614 10,860,767 451,936 454,036 

Successful Farming .... 61.6 62.8 1,048.8 1,090.1 27,739 28,261 471,997 490,495 26,691 27,338 #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. ' 


Total Group ....... 354.8 343.2 5,619.6 5,330.4 — 201,823 2,747,949 3,100,022 163,710 192,285 
+Changed from 680-line page to 429-line page in February 1953. {National Less Western and Western editions listed - 
separately prior to September 1953. #Not included in totals. S§Changed from 680-line page to 429-line page in Farm Linage Trend Figures in Thousands 
January 1953, 


' 
Sree sate MAGAZINES MONTHLIES | 
#§*Agricultural Leaders 19 1953 
WN: dnacegsene —— — 211 217.1 —_ — 39,468 42,588 >, wn 53 
American Fruit Grower . 126 185 325.4 297.6 5,426 8,012 140,599 128,582 5,261 7,914 DEC. 1173 | DEC. 1410 | 
“a. aan 37.5 437.0 400.9 17,892 16,103 187,431 172,003 11,28 
#Eastern Edition .. 41.7 F A . ’ . , , 287 —s- 8,712 
HCentral Edition ... 35.1 312 3615 340.0 15,063 13,342 155,059 145,843 10,780 8,295 NOV.| 251 } Nov.|478 } 
H#Western Edition ... 30.3 23.2 330.0 292.9 12,978 9,937 141,557 125,650 9,460 6,714 1952 1952 j 
Average 3 Editions .. 35.7 30.6 376.1 3446 15,311 13,127 161,349 147,832 10,509 7,907 | 
Arkansas Farmer ..... 121 9.2 2222 187.0 9,148 6,924 167,927 141,284 8678 6557, | DEC. Mxew : DEC. q 
Better Farming Methods 22.6 26.2 399.6 417.9 9,713 11,237 171,450 179,279 9,713 11,237. see ; | 
Breeder's Gazette ..... 13.3 14.5 oa roe Ry Be Ba >-- 99,643 4,935 5,204 | a q 
*Broiler Growing ..... 43.1 37.8 487. . ’ . 938 203,854 11,290 9,107) " e 
*California Citrograph . 22.9 22.1 271.0 278.3 15,372 14,840 182,224 186,964 15,092 14,658. ae MONTHLIES bt EEKLIES — 
California Farm Bureau 
Monthly .....s.... 112 13.3 1442 1381 8,470 10,017 108,981 104414 7,896 9,394) | DEC.|541 DEC.|73 | . 
*Carolina Co-operator .. 9.3 9.0 ms aes Bs a= 44,268 48,893 2,980 2,920. E | DEC. |249 
*Cattleman, The ..... 85.7 99.9 1,396.7 1,508.7 35, 962 586,612 633,607 16,359 17,916 (93 
County Agent & Vo-Ag NOV.| 793 | NOV. 93 NOV.| 366 : 
Teacher ........ wes 127 144 2263 1795 5,434 6,169 97,066 76,981 5,434 6,169 1952 1952 1952 
*Electricity on the Farm 8.5 13.8 127.1 155.0 3,036 4,911 45,384 55,300 3,036 4,911 
*Farm Management ... 83 17.6 1705 1128 3,541 7,910 75,994 50.783 3,541 7,910 | DEC. Reger DEC. DEC. 
Farmer-Stockman ..... 32.3 20.9 560.7 443.7 13,843 15,859 240,561 337,151 10,936 13,429, \cceusientaaninaainis j 


*Florida Cattleman ... 70.3 73.1 857.7 741.4 29,523 30,707 360,178 311,358 17,164 19,418 


*Florida Grower ..... . 25.8 23.3 268.4 258.6 17,549 15,845 182,465 175,848 17,119 15,390 
Kentucky Farmer ..... 18.6 15.2 295.1 2734 14,614 11,926 231,350 214318 13,658 10865 Bj-Weeklies 
oat toon ° 4 17 Ry 30.3 re 3,958 papi 70,319 eae 3,917 | Arizona Farmer cesee 56.4 58.3 922.4 919.7 42,618 44,109 697,320 695,410 41,050 41,981 
. : learns 4 . ~~. | California Farmer: 
eee 37 1.0 1216 8 F.L 9428 67,594 = 3,652 53,A9G 9,002 6,966 | enorthern Edition .. 30.8 35.1 672.2 646.2 23,265 26519 508.155 488,534 21.181 24,204 
| #Southern Edition . 29.0 33.0 657.1 641.2 21,887 24,911 496,691 484,689 19,803 22,596 
Producer .........- 11.0 11.0 1308 1064 8001 68,027 95,261 77,561 7,478 7,795 ie: : ; ‘ 
nation niin a er ee ee mee 2 Cation . 29.9 34.0 6646 643.7 22,576 25,715 502,423 486,612 20,492 23,400 
ew Jersey Farm j 
Garden ........ ve. 50.3 40.9 568.4 556.1 22,645 18,404 255,865 250,238 17,199 14,440, NEWS vrrrree eres oo, oe sae oe, co, oe ee eee a ee 
*Qhio Farm Bureau News 10.9 9.7 126.5 125.8 4,900 4,372 57,060 56,613 4,682 3,957 | Total Group eecees 97.3 100.6 1,753.4 1,723.6 73,178 75,638 1,320,850 1,298,552 69,071 70,992 
Pouitry Tribune: ; | #Not included in totals. 
#Eastern Edition ... 42.7 37.6 473.7 491.0 18,305 16,129 203,226 © 210,635 «10,564 «8,256. 
#Central Edition ... 338 26.0 4056 425.7 14521 11,145 174,055 182,573 8,790 6,997 | All figures in the following groups were compiled by Advertising Age 
#Western Edition ... 27.1 33.0 344.5 368.6 11,621 14,175 147,820 158,159 7,618 8542, Weeklies 
sPatific Edition Bes 37.9 319 442.2 460.5 16,240 13,692 189,705 197,555 10,449 8,293 Weekly Star Farmer: 
“qu ket et re za a. cas re a pret peer re oe | Kansas Edition .... 13.3 12.0 259.6 265.6 32,866 29,515 639,745 653,916 23,336 18,507 
Southern Planter ..... 20.8 18.0 3712 346.7 14528 12,625 259,803 242.681 13,658 11,545 ge lg ses oy ae ae ome snene pen o95.008 $5,781 217 17850 
*Turkey World ..... . 655 582 5641 616.0 28,079 24,955 242,030 264,242 13,239 12,428 ; , ; ; : ; ; . ‘ : 
ae a ‘eo 39.2 448 449.0 465.5 16,815 18,830 189,623 195,605 8,722 8,684 Dailies 
estern Livestoc e : 
peer 100.0 92.8 1,337.6 1,328.1 42,889 41, ee pee Came 
cuaatan Uadnos. 2,889 41,741 565,022 560,550 11,634 24,231 canta euescweeees 25.4 303 436.6 422.6 54,028 64,432 929,197 899,170 35,705 43,972 
EE sania shad 17.4 12.0 268.2 178.2 15,582 10,776 240,220 159,634 12,461 8,790; “ansas Silty Dally 
— =. ' »220 , , , Drovers Tel — 3 471.4 ; ; t 002, 
el win ttc as caer SE CT a ee ee Ens ns are 0s ee een Lines MeN wan 
. §N ber-December issues combined. arted publication in January 1953. *Formerly Pacific eee ' ‘ J ‘ Q15 
Poultryman; changed to Pacific Edition in July 1953. *Smaller page size (420 lines) in December 1953. 4 st Louis, Daily Live- a a a oo —— a Ta Se 
. stock Reporter ..... 15.3 18.4 318.7 311.6 32,596 39,051 678,154 663.0 : 
Newspaper Monthly Farm Sections Total Group ...... $4.1 1153 1,714.3 1,781.9 179,054 245,189 3,647,905 oa a i a wes 
flow Farm & Home . 219 139 268.5 290.0 22,524 14,684 280,807 305,767 21,297 14,390 7 si 
ural Gravure ....... ; . 91.7 92.8 5,659 3,880 91,650 92,638 5,659 3,880 : 
*Texas Ranch & Farm. 14.4 15.4 235.7 280.7 15,148 16128 247548 296338 13496 13818 Canadian , 
Total Group ..... .. 420 33.2 t ‘ — 
an = x po J a ws 3 663.5 43,331 34,692 ~ 620,005 694,743 40,452 32,088 teurs, Le ......... 29.9 30.7 636.4 576.2 20,928 21,516 445,516 403,398 20,687 21,272 
. Coury Guide nas pea 22.0 26.3 5064 489.6 15,821 18,920 364,695 352,552 15,821 18.920 
z 2 amily Herald & Weekly Star: - 
Semi ‘Monthlies #Eastern Edition .. 69.0 63.3 1,091.6 1,056.2 68,982 °63,302 1,067,262 1,035,537 39,939 38,109 
American Agriculturist . 26.6 22.7 382.6 373.0 19,362 16,551 278,494 271,534 16,905 13,567 #Western Edition . 58.0 51.2 930.7 882.2 58,011 51,211 930,551 882,170 38,554 33 
* .755 
Pa aoe sr a. News 9.6 91 155.3 1246 10,452 9,838 168,943 135,292 4,312 4,382 ‘ Average 2 Editions .. 63.5 57.3 1,011.3 969.4 63,497 57,257 998,908 958,855 39,247 35,932 
armer’s Advocate & 
Farmer ........... 23.6 20.3 438.5 421.5 17,837 15,362 331,542 318,689 15,485 14,109 Canadian Countryman 27.2 27.1 593.6 517.5 19,033 18,971 415,461 362,465 8,92 4 
Cooperative Digest... 6.0 7.7 11.5 124.7 2520 3.221 46,769 52.288 2.450 3,150 Farmer's Magazine .... 16.9 144 3768 361.8 7,263 6,160 157,798 170.782 7.229 "6.010 
ET cccccece , ‘ ‘ 8,239 601,596 556,819 29,921 28,001 ree Press Prairie 
Farmer, The ..ceeeee 42.1 42.6 897.7 865.2 33,041 33,391 703,776 678,259 28,135 28,255 BEE Re 75.3 74.7 1,234.7 1,184.5 81,320 80,692 1,333,576 1,293,571 43,205 41,187 
Hoard’s Dairyman .... 30.1 284 511.3 476.1 21,946 20,654 372,220 346,539 16,111 15,921] {Western Producer .... 38.6 32.6 635.3 583.5 41,280 34,926 679,807 
Idaho Farmer 23.4 29.3 5568 511.3 17,695 22,122 420,945 386,524 16,266 20,008 5a il GSS a ane aoe 
sesesess 23, . . ' ; ; ; . ; Total Group ....... 273.4 263.1 4,985.5 4,682.5 249,142 238,442 4,395,761 4 165,911 159,447 154,030 
“Indiana Farmer's Guide 15.5 16.0 329.7 337.6 12,179 12,581 258,339 264,830 9,484 8,879! +Five issues in December 1953; four issues in December 1952. #Not included in totals. — Se 
merchandisi | i isi a-| ; 
Prepared Products to Roy dising effort to sell more Brandt to Launch Expanded floor displays. Merchandising ma-|Carnation Names Gumpert 


Jeeps in foreign countries. Several - | i j i bay 

Prepared Products Co., Pasadena P . c Ad. Merchandising Progr terials in full color include a 12-| fq i 
manufacturer of Dixie Fry and hundred demonstrations will be Brandt Cabinet ax sige 90m |page consumer booklet, envelope aq = roe Mg Somat tus a 
Inglehoffer mustard, has appointed 8!Ven during an 11l-month period | ran abinet WOrks, agers-| enclosures and display cards. John has been appointed advertising 


Ross Roy Inc., Hollywood, to han- beginning Feb. 10 to show the ver- | town, Md., furniture manufacturer, | Falkner Arndt & Co., Philadelphia, 


rm : _ satility of the Jeep and its compan-_| will launch the largest advertising | js handling the ion. ‘manager for the evaporated milk 
a Bigg ery ag oe fo ts Rige.| ion vehicles. Visits to Mexico,|and merchandising program in its . g —— tee on = Carnation Co., Los 
les, formerly handled the account. Central and South America, Can- history this spring. Consumer ad- Miami U. Sets Research Meet [ite tax’ Calman” Gamineee 
Prepare 4 Products will soon intro— ada, Europe and the Far East are| vertising in spring issues of House ™! ° Ss Mesearc ee tising for Carnation evaporated 


duce a new cereal to the western 


scheduled. Beautiful, House & Garden and| The annual seminar in sales re- Milk, malted milk and other prod- 
market. 


eg for ee Homemakers search, sponsored jointly by the UCts of that division. 

will feature full-color pages with Cincinnati chapter of the Ameri-. 

To Gottschaldt-Mickelberry the theme, “Build your decorating|can Marketing Assn. and the de- Schaflander Joins Kudner 

Jeep Gets Overseas Push Gottschaldt-Mickelberry, Miami,| dreams around Brandt.” |partment of marketing at Miami) Gerald M. Schaflander has 
Willys-Overland Export Corp.,|has been named to handle advertis- The campaign 1s designed for| University, Oxford, O., will be joined the service department of 

Toledo, plans four Jeep cavalcades ing for Pan American Bank of dealer tie-ins with newspaper ad-|held April 26, on the Miami cam- Kudner Agency, New York. He 

in a 25-nation tour as a large scale’ Miami. vertising, direct mail, window and/ pus. | was formerly with Biow Co. 
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takes trouble out of travel 
wae tiger rs 9 A 


VACATIONING—Fram Corp. will promote 

seeing America by car in ads like this 

full-color page in the May 29 issue of 
The Saturday Evening Post. 


i Pr res 


Fram Will Promote 
Travel by Car in 
Drive for Filters 


PROVIDENCE. R. I., Jan. 20—For 
the first time in its history, Fram 
Corp., automobile filter manufac- 
turer, will use full-color ads in a 
consumer magazine. 

As part of its March-through- 
October campaign promoting “Va- 
cationland America”—via_ the 
family car—Fram will feature va- 
cation scenes in color in the May 
29 issue of The Saturday Evening 
Post. Additional b&w magazine 
ads will run in Capper’s Farmer, 
Country Gentleman, Farm Jour- 
nal, Field & Stream, Outdoor Life, 
Popular Science, Popular Mechan- 
ics, Progressive Farmer, Sports 
Afield and Successful Farming. 


@ Trade paper schedules will in- 
clude full pages and spreads 12 to 
18 times a year in Automotive 
News, Automotive Service Digest, 
Gasoline Retailer, Motor, Motor 
Age, Motor Service, National Pe- 
troleum News, Southern Automo- 
tive Journal and Super Service 
Station. 

Fram has also signed to sponsor 
John Cameron Swayze and his 
family over NBC-TV on “Today” 
with Dave Garroway, for 20 
shows, running from March 
through October. | 

In major markets where “To-| 
day” is not shown, Fram will run) 
two-cclumn, ten-inch ads in dai- 
ly newspapers twice a month for 
five months, also featuring “Va- 
cationland America.” Some news- 
paper ads will be spread over the 
eight-month schedule. 

VanSant, Dugdale & Co., Balti- 


more, is the agency. 


FRAM EXPANDS WITH 
PURCHASE OF WARNER 


PROVIDENCE, Jan. 20—Fram 
Corp., filter manufacturer, has 
purchased Warner Lewis Co., Tul- 
sa liquid separator filter manufac- 
turer. 

The newly purchased company 
will be known as the Warner 
Lewis Co. division of Fram Corp. 
and will continue operations at 
Tulsa. 

Terms of the purchase agree- 
ment were not disclosed. Warner 
Lewis’ sales in 1952 were $2,150,- 
000; final figures for 1953 are not 
available, but it is understood that 
53 sales were comparable with 
52. Fram’s_ consolidated gross 
sales for ’53 are expected to top 
$23,000,000. 

In addition to handling liquid 
separator manufacturing and sales, 
the new division will also produce | 
and sell the Fram line of indus- | 
trial filters. | 


Rowen Joins PR Board 


Mrs. Marion Rowen, formerly 
fashion and beauty editor of the 
Chicago Sun-Times, has joined 


the Public Relations Board, Chi- 
cago, as service executive. 


Miss Albright Joins Kennedy 
Barbara Albright, formerly with 


the advertising department of 
Breuners, Oakland and San Fran- 
cisco furniture store, has joined 
Helen A. Kennedy Advertising 
Agency, San Francisco, as copy- 
writer. 


Soisson Elected Agency V. P. 

James H. Soisson, art director of 
Penn & Hamaker, Bedford, O., for 
the past three years, has been 
elected a v.p. 


‘Superior Electric to Agency 
Superior Electric Co., Bristol, 
Conn., manufacturer of 


voltage | 


o1 


Fitzharris Named for PR |new West Coast plant of Johnson 
Ed Fitzharris & Associates, San & Johnson, national distributor of 
Francisco, has been named _ to) surgical dressings and baby prod- 


control apparatus and light dim-| handle public relations for the! ucts. 


ming equipment, has named Suth- 
erland-Abbott, Boston, to handle 
advertising for all industrial and 
commercial products. 


‘Tridemas to Ad Associates 

| Nicholas Tridemas, formerly 
with Clements Co., Philadelphia, 
has joined Advertising Associates 
‘of Philadelphia as art director. 


Ger Spor Arrenrion |g 


Low cost Phosphate Coated Steel Frames in YARDER 
a wide range of sizes. Poster cords quickly 64 ” 
installed, quickly interchanged. Push up, pull TRUK: AD 


down, it's in. Push up, pull out, it's out. 
Write today for plete inf ti 


YARDER MFG. CO., 816 PHILLIPS AVE., TOLEDO 12, 0. 


*Daniel Starch 


Mere Than 


500 


and Staff 


W. E. Browning 
1106 Dominion Sq. Building, 
Montreal, Que. 


(Represented 


in 


THESE 
222,000 


) EXCLUSIVE 
' CANADIAN 
BUYERS? 


In Metropolitan Toronto and 
retail trading zone, 222,000 
people, over 15 years of age, 
read The Telegram as 
their ONLY DAILY NEWS- 
PAPER.* The Telegram 
alone reaches this EXCLUS- 
IVE market (more than the 
combined populations of 


Atlantic City, N. J. and 
Augusta, Ga.) 


THE 
TELEGRAM 


DAILY plas WEEKEND 
TORONTO 1, CANADA 


O*’ Mara and Ormsbee, Inc., 
420 Lexington Ave., 
New York, N.Y. 


John E. Lutz Co., 
435 North Michigan Ave., 
Chicago, Il. 


Canada by Gruneau Research Limited) 


200 People in Canada's Richest Market Read The Telegram 
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WTRI- TV Names Steve Davis 
Steve Davis, formerly of the 
Metro-Goldwyn-Mayer _ publicity 
staff in New York, has been named 
publicity director of -WTRI-TV, 
Schenectady. The station will start 
broadcasts in February. 


Slater Named by Sewell 

L. Z. “Jack” Slater, who former- 
ly operated a mail order house, has 
joined Sewell, Thomson & Caire 
Advertising Agency, New Orleans, 
as an account executive. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
Columbus Circle * CO 5 8088 
33 W. 60 ST., N.Y. 23, N.Y. 


“Over a Quarter Century 
of Dependable Service"’ 


Business Paper Success Story... 


‘Talking Ads Spur Fedders-Quigan 


orders are larger; for another, the | 
selling season is longer. Hotels and | 
motels are primary targets—and | 


‘the company now provides a sign | 
| (it sells for $125) which hotels and | 
‘motels demanded, 


reading “Air 


'Conditioned by Fedders-Quigan.” 


Air Conditioner Sales During 1954 ghee 
‘a In restaurants, the key word is 


BurFraLo, Jan. 20—Some star-| Barton, Durstine & Osborn and a | profit. Distributors are coached to 
tling business paper advertising printing company called Sight ’n’|remind restaurateurs that people 
(plus unusual production proced- Sound Enterprise came up with eat more, linger longer in air con- 
ures) promises to give Fedders-|an unusual gimmick—a 4-D ad. |ditioned places. Where central 
Quigan Corp. a far better sales|Four-page inserts were ordered for | 


year for 1954 on its room air con- 
ditioners. 

In fact, orders already on the 
books exceed the total number of 
room air conditioners produced 
and shipped in fiscal 1953. 

Fedders-Quigan set in motion a 
two-pronged drive late in Decem-: 
ber—one segment of the campaign 
is aimed at the booming institu- 


Electrical Merchandising and In- 
stitutions. Polaroid glasses were 
clipped to the first page for view- 
ing the three-dimensional printed 
ads, but one of the four pages was 
laminated with an actual record- 
ing, which could easily be re- 
moved from the perforated page 
and played on a phonograph. Thus 
sound became the fourth dimen- 


systems are not applicable, restau- 
rant owners are reminded that 
private rooms can be air condi- 
tioned with individual units. 

On the institutional business pa- 
per list are: American Funeral Di- 
rector, Journal of the American 
Medical Assn., American Motel, 
Casket & Sunnyside, Hotel Man- 
agement, Institutions, Office, Oral 
Hygiene and Tourist Court Jour- 
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Conditioning & Refrigeration News, 
Electrical Dealer, Electrical South 
and Electrical West (“we're al- 
ready running there,’”’ Chase says, 
“because they're selling air con- 
ditioning units in those areas 
right now”) and Retailing Daily. 


ws Sales promotion plans also make 
use of the record-on-an-ad idea. 
Key dealer accounts get a mailing 
kit which consists of an envelope 
csiitaining a record and a business 
reply card. The record has im- 
printed on it, and presumably on 
the sound track too, an invitation 
to bring in the card and get a free 
family record album. The album is 
a cardboard record with a Bozo 
the Clown recording for children 
on one side, and two Capital pop 
tunes on the other. F 
The idea is (a) to bring the pros- 
pect in for a demonstration—the 


tional market, the other at appli- sion. 

ance dealers, a group already in-| 

sulated by the number of promo- | @ One version stressed the oppor- 

tions launched by the hard-driving |tunity which dealers could find in 

companies in the hard goods field. | the institutional market. The sec- 
To give the drive a kick, Batten, | ong version, recorded by Dave 


nal, 
The 4-D ad in Institutions and_| 
Electrical Merchandising ran this| 


ad timed to catch the appliance 
mart. On the dealer list are Air 


13-year growth unparalleled 


Garroway (Fedders-Quigan buys 


month, with the Merchandising the prospect’s house. “The custo- 


first free record has pictures of 
Fedders models on the back—or 
(b) to get a salesman invited to 


/mer will expect a professional sur- 
‘vey of his room air conditioner 


part of NBC’s “Today”), tells deal- Double number of prospects 


Over 8 million 


As electrical manufacturers con- 
front the challenge of 1954, one 
great area stands forth as a sure 
market for producing mass vol- 
ume and needed profits. 


Entrenched on a backlog of 
more than 8 million “new” elec- 
tric users the outlook for the fu- 
ture is extremely good. To meet 
growing needs Southern utilities 
are adding over six million kw of 
new generating capacity during 
the next 3 to 5 years. 


All growth factors represent a 
tremendous market for line ma- 
terials and electrical equipment, 
wiring devices and supplies, for 
lighting and lamps, ventilating 
and heating equipment in 1954. 


The strong business publica- 
tion serving this field in Dixie is 
ELectTRICAL SouTH. Added to 
your national schedule it gives 
you the big additional circula- 
tion you need for adequately cov- 
ering this market. 12,000 copies 
monthly cover all worthwhile 
electrical contractors, distribu- 
tors, inspectors, chief electri- 
cians, and engineers of the utili- 
ties, industrial and large service 
plants. Use ELectricaAL SOUTH 
to reach thousands of buyers 
you would otherwise miss. 


ELECTRICAL 


806 Peachtree St., N.E., Atlanta 5, Ga. 


reached 


ers about advertising and sales 
promotion efforts to be put behind 
F-Q air conditioners this year, and 
how they’ll be tied in with the 
/national advertising. 

William UH. 
Chase, advertis-4 
/ing manager who 
‘moved to the 
‘company a little 
‘less than a year 
}ago from the 
| Bendix division 
of Avco, liked 
| the idea. He and 
the agency sold 
the idea to man-. 
agement, but 
/with a= certain 
amount of misgiving—because the 
Post Office Department was being 
difficult. The postal authorities 
didn’t like the notion of the record 
‘imprinted on the advertisement, 
‘felt that it might be considered a 
Sample, and inadmissable under 
‘second class regulations. 


To improve y 
customers in 


Wm. H. Chase 


because they are the “hometown” 
and Southwest. They carry you 


population. In big city and small, 


S 


oumeael REST OF | s But the agency was able to con- 
uP U.S. UP —_— vince the Post Office that the 100- | 
118.2% 42.9% Ib. stock insert would be printed | 


first, and the sound track and en- | 
graving would come later, and fin- | 
ally BBDO got a letter from the! 
Post Office okaying the project. | 
At this point, Mr. Chase, who had. 
to get the appropriation while the | 
po gestae a | only truly adequate coverage 
“ o | of the South & Southwest. Market 
The ads in business papers and _ has zoomed to over one-third of 
the consumer program, as well as| the national total. 
an ingenious sales promotion kit, 
were then taken on the road. At a. 
series of sales meetings, some 12,-| 
000 distributor salesmen and key 
dealers saw what the new program | 
would be like, and from these 
meetings, Fedders-Quigan realized 
orders for about 200,000 room air | 
conditioner units for 1954 delivery. 
These orders were about evenly 
divided between Fedders units, 
and those it produces under con- 
tract for Crosley and RCA Victor. | 


Automotive bonanza! With 31,- 
000 copies monthly SOUTHERN 
AUTOMOTIVE JOURNAL gives you 


1940 


Legend of prosperity 


During the period charted the 
South and Southwest acquired 
8,336,516 new electric custom- 
ers, nearly half of them gained in 
the past 4 years. Percentage gain 
was almost triple that for the 
rest of the country. Installed gen- 
erating capacity increased 138% 
in the South-Southwest, same pe- 
riod, against 83% for all other 
states. Source: Edison Electric 
Institute figures. 


The BIG size. The South-South- 
west now has its own appliance 
publication. SOUTHERN APPLI- 
ANCES’ 15,000 circulation covers 
the market that is selling 35 to 
40% of the nation’s household ap- 
pliances. 


s The company figures that the 
present market for room air con-| 
_ditioners is only 2% saturated. The | 
‘institutional market for the con-.| 
_ditioners has grown by “leaps and | 
bounds,” Mr. Chase says, and he| 
recites figures like this: the in-| 
stitutional market for air condi- | 
tioners has an annual revenue of | 
$40 billion; it taps about one-sixth | 
of all disposable income; it consists | 
of upwards of 550,000 buildings. 
“And every window in _ those 
buildings,” Mr. Chase says hap-| 
pily, “is an air conditioning poten- | 
tial.” 
In the institutional market, there 
are now distributors who specialize 
in selling institutions, but Fedders- 
Quigan hopes to get its entire dis- 
tributing organization on the insti- 
‘tutional track. For one thing, the 


Sou 


NBP ABC 


Make your business paper advertising sell more for you down 
South. Smith publications help your salesmen open more accounts 


roots segment of this market whose dealers serve 70% of the 


sands of worthwhile prospects missed by national trade journals. 
Read the interesting facts below. 


lions of dollars of Southern and 
Southwestern buying power un- 
touched by national journals. Use 
SOUTHERN Power and INDUSTRY. 


Sells the textile industry. The most 
complete unit coverage and thor- 
ough penetration of U. S. textile 
buying power available is given you 
by TEXTILE INDUSTRIES. 


@ 


business magazines of the South 
deep into the prospering grass 


they enable you to reach thou- 


Hardware volume pin-pointed. 
Over 50% of the business here 
comes from dealers in South’s 
small cities and towns. SOUTH- 
ERN HARDWARE delivers the com- 
plete package for you, metropoli- 
tan, rural and urban. 


\ ey 


Building activity unlimited. The 
brightest construction market in 
the country offers you access to 
thousands of new prospects 
through SOUTHERN BUILDING SuP- 
PLIES. 10,000 copies monthly in 
18 South-Southwest states. 


thward industry! Reach mil- 


W. R. C. Smith Publications 
806 Peachtree St., N. E., Atlanta 5, Ga. 
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‘TALKING’ 
sert that Fedders-Quigan ran this month 
in Electrical Merchandising and Institutions. 
It contains an actual laminated recording 
which can be removed from the perforated 
page and played on a phonograph. 


AD—This is the four-color in- 


needs,” the company warns deal- 
ers. “‘Make sure your salesmen are 
prepared to do the job.” 


ws Fedders won't decide what. 
tunes to put on the album until 
February, when it will be up to 
Capitol, BBDO and the company | 
to figure out what tunes will be | 
popular in April, the date when | 
most prospects will be ordering | 
them. | 

About April, too, the consumer | 
program will be in full swing. | 
Fedders-Quigan bought a piece of | 
the Garroway show, starting Dec. 
1. Its total deal calls for 110 spots 
on “Today” with 25 spots sched- 
uled before March 15, when the 
dealers are supposed to start 
mailing, and 85 spots running 
through the selling season, which 
ends around Aug. 31. 

On each outlet for the Garroway 
show, local distributors will be 
permitted to plug three dealers. 
Hence a distributor can get as 
many as 255 shots in for his best 
outlets—that’s the  distributor’s 
concern, and the company doesn’t 
get into selecting them. 


w Also, Fedders has_ scheduled 
ads for the April 19 and May 3 
Life, announcing what it calls a 
“Millionaire’s Vacation Contest.” 
It thinks it’s the first time in the 
air conditioning business that con- 
sumers have ever been offered 
travel as a contest prize. Anyhow, 
it’s a jingle contest. Five winning 
couples get a deluxe tour of Eur- 
ope, five second prize winning 
couples get a two-week tour in 
Bermuda, and 30 third prize win- 
ners get air conditioners. 

Newspaper ads will follow the 
Life ads by about two weeks, list- 
ing Fedders-Quigan dealers local- 
ly. These will be paid coopera- 
tively by Fedders and the distrib- 
utor, and the distributor may do 
whatever additional advertising he 
likes. 

The tentative consumer list for 
Fedders-Quigan is: American 
Home, Better Homes & Gardens, 
Life, Newsweek, The New Yorker 
and Time. Under consideration, 
Mr. Chase said, were Ebony, Na- 
tional Geographic and Progressive 
Farmer. 


a What does the record-in-an-ad 
cost? Sight ’n’ Sound Enterprises 
answers it like this: 

On a run of 25,000 to 40,000, the 
cost will run about 25¢ apiece. 
‘Since the appearance of the Fed- 
ders-Quigan ads, some newspapers 
and magazines have been inter- 
ested in the gimmick, and even 
Fedders has been pondering the 
possibility of extending the re- 
cording to consumer use. On mag- 
azine runs of a million or more, 
the cost would drop to somewhere 
between 5¢ and 8¢ apiece. The 
company says the inserts may be 

folded or rolled without damage 


‘BBDO account executive on the 
}account in Buffalo, was so struck 
|with the success of the recorded- 
| printed sales pitch that he induced 


to the record, and that the paper 


‘record has a practically limitless 


number of runs to its credit. 
Sideline note: Tom Keating, a 


|Sight ’n’ Sound to make a Christ- 
'mas card for him, which began as 
'a burlesque of 


“Dragnet,” in 
which a Sgt. Wednesday picks up 
a suspect who doesn’t believe in 
Santa Claus, and convinces him 


| |that St. Nick is very real. 


Army Times Publishing to 
Launch ‘Military Market’ 


A new magazine, The Military 
Market, will be published monthly, 
starting with the February, 1954, 
issue, by Army Times Publishing 
Co., Washington publisher of Army 
Times, Air Force Times, Navy 
Times and Air Force Daily. It will 
have an initial circulation guaran- 
tee of 15,000 copies, reaching buy- 
ers and managers of service post 


exchanges, commissaries, ship's 
stores, officers and servicemen’s | 


clubs and libraries and other buy- 


ing units of the services. 

Advertising rates will be $315, 
a page one time, $210 a page, 12) 
times. 


BBDO Shitts Sullivan 

John L. Sullivan, account execu- 
tive in the San Francisco office 
of Batten, Barton, Durstine & Os- 
born, for the past seven years, has 
been transferred to Los Angeles to 
direct an account group including 
Wynn Oil, Scudder Food Products, 
the Boyco division of U. S. Steel 
and the Pacific Coast network of 
American Broadcasting Co. Mr. 
Sullivan succeeds Paul Russell, 
who has been shifted to BBDO’s 
Minneapolis office. 


Brown Moves, Adds to Staft 

Brown Advertising Agency, Co- 
lumbia, Mo., has moved to the 
Miller Bldg. It has appointed Fred 
M. Mullen director of the radio 
and tv department. 


| KCOP Reduces Rates 


KCOP, Los Angeles tv station, | 
has announced a 20% to 25% re- 
/duction of rates, effective Feb. 1. 
An hour of Class A time, previous- 
ly $1,250, will be $900; half hour 
Class A changes from $750 to $540; 
a Class B hour will go down from 
$800 to $600; Ciass B half hour| 
from $480 to $360; Class C hour} 
from $600 to $500 and Class C half| 
hour from $360 to $300. 


No Playboys © 
No Ponies — 
No Bathing Gals 


Cook Electric to Glenn, Jordan | 


Cook Electric Co., Chicago, has 
named Glenn, Jordan, Stoetzel 
Inc., Chicago, to handle advertis- 
ing for the company and its eight 
divisions. The account was for- 
merly handled by MacFarland, 
Aveyard & Co., Chicago. 


Covered Only By 


ORLANDO SENTINEL-STAR 
Morning - Evening - Sunday 
Orlando, Florida 


Rep Burke, Kuipers G “Mah 


Letter Shop Boosts Smith 


Richard C. Smith, a partner in 
The Letter Shop, San Francisco 
direct mail advertising company, 
has been named general manager 
and sales manager. | 


“CANTON ... An Important Metropolitan Market 
In Rich Northeastern Ohio” 


HERE’S 


Canton 


Aim your 


coverage, 
how 


THE ONLY WAY TO HIT IT! 


Any half-million dollar market is an important target. . . 
the Canton Metropolitan Market (containing two urbanized areas besides 


but in 


itself) you can hit the combined resources of 80,913 


families whose buying power is 19% above the national average and 
who spend 11% 


more than the national average in retail sales. 


advertising to strike in this big, busy, well-balanced 


heart of rich northeastern Ohio with one reliable weapon .. . 
The Canton Repository. The Repository produces 100% city zone 


75% total market area coverage. Other advertisers know 
well space in The Canton Repository pays off . . . witness 


the fact that The Repository ranks 5th in the nation and first in Ohio 
in retail food lineage. 


This same strong selling power can sparkplug your sales, too, 
because Canton has the cash. But remember, if you’re not in The 
Repository .. . 


you’re not selling Canton! 


THE CANTON 


REPOSITORY 


A BRUSH-MOORE NEWSPAPER 


Represented Nationally by 
Story, Brooks and Finley 
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NOW! BLAB-OFF Brings 
BLESSED RELIEF 
FOR AD MEN 


Do you suffer from ANNOY- 
ANCE, HOT FLASHES, BILI- 
OUSNESS, NAUSEA, etc., 
caused by exposure to competitors 
commercials? 


REJOICE! 


Escave with BLAB-OFF, NEW TV Remote 
Control switch that lets you flick off an- 


noying sound from anywhere in the room 

. without moving from your easy chair. 
One flick of the BLAB-OFF switch in your 
hand and complete silence. Picture stays on 
so you can tell when blab is over—then 
click back the sound. A new thrill out of 
TV for you and your guests. Easy to attach 
in a few minutes. Simple instructions; no 
chance of shock. Guaranteed not to harm 


any TV. BLAB-OFF is only $2.98 postpaid, 
complete with 20 ft. of U-L approved cord. 


Money refunded immediately if not de- 
lighted. Send check or money order today 
—-direct to manufacturer! 


AUDIO CONTROLS CORP. 
Dept. A, 413 Race St., Cincinnati 2, Ohio 


Martex Uses Class to Reach Mass in Its 
Campaign for ‘Continental’-Size Towels | 


New York, Jan. 19—Because a 
transatlantic liner unwittingly 
served as a market research lab- 
| oratory, sales of Martex bath tow- 
| els are today at a new high. 

It all began a little over a year 
ago when United States Lines in- 
'stalled the manufacturer’s ‘“con- 
'tinental” bath sheets aboard the 
S.S. United States for the super- 
liner’s maiden voyage. Public re- 
action to the huge bath towels— 
the first of their size ever seen by 
many of the ship’s passengers and 
visitors—ran so high, that John 
W. Little, advertising manager, 
Wellington Sears Co., and William 
D. Hartman, v.p. of the Martex 
towel division, were convinced of 
“the mass-sale potentials of this 
heretofore class item.” 

The problem was to uncover a 
dramatic way to popularize them. 


a That way was soon discovered. 
Working in cooperation with their 
agency, Ellington & Co., the Mar- 


| 


tex people came up with an ad-. 
vertising and merchandising plan | 
based on promoting the “conti- 
nental’’-size bath sheet, which 
measures 44x68”, as gifts for men. 
To carry out this concept, six spe- | 
cial monogram crests were de- 
signed, representing varying in-| 
terests of American men—the, 
v.ip., the golfer, the hunter, the 
fisherman, the yachtsman and the | 
horseman. | 

Following selection of a bath) 
sheet that, with the hobby crest | 
and the customer’s initial could 
retail at what the manufacturer 
calls “the magical $9.95 level,” 
work began on a consumer ad. | 

Aimed at the Christmas gift 
trade, the ad was addressed to the 
person seeking a present for “the 
man who has almost everything.” 
Dominating the advertisement is a 
full-color photograph of a tycoon 
in a tub, for whom a very cor- 
rect valet is making ready one of 
the huge towels. 


| 


TRADITION BROKEN—A 107-year-old-tradition was broken when Saks Fifth Ave. 

featured this monogrammed Martex towel in a window of its New York store. It 

was the first time in Saks’ history that a window display had been devoted to that 
type of merchandise. 


Even before the ad appeared.! statement enclosures, using a b&w 


(The New Yorker, Vogue, Town 
& Country), retailers throughout 
the country began sending out 


As convincing proof of adver- 


tising productivity, it is worthy 


to mention that for fifty-three 


consecutive years the St. Louis 


Post-Dispatch has been first in 


advertising in St. Louis ... and is 


the dominant sales influence in 


the great central Mississippi 


Valley. 


ST.LOUIS POST- DISPATCH 


Nearly 100.000 Circulation Daily . . 


. Over 160.000 Sunday 


A New Adcertising Record 
for the POST-DISPATCH ... 


.-- lines of advertising in 193.3. 


| 


version of the ad. Over a million 
such reprints were mailed out by 
Saks Fifth Ave.; Gimbel’s, Phila- 
delphia; Filene’s, Boston; Nei- 
man-Marcus, Dallas; J. L. Hud- 
son, Detroit, and Sakowitz Bros., 
Houston. A 107-year-old tradition 
was broken when Saks set up a 
Fifth Ave. window in its New 
York store featuring the mono- 
grammed Martex towel, the first 


- | seeyou're @ V.1.P. to M aRTrERX 


MARTEX, 65 Worth Strest, Mew York 13. 7 
. 


» 
i i 
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FOR MEN—This is the ad that Martex 
addressed to the person seeking a present 
for ‘‘the man who has almost everything.” 


time in the organization’s history 
that window display had ever 
been given over to that type of 
merchandise. 


@ The ad itself, according to Wil- 
liam A. Bartel, Ellington v.p. in 
charge of the Wellington Sears 
account, required as much “cast- 
ing” care as a Broadway produc- 
tion. Scores of models were inter- 
viewed and screened by him be- 
fore he found the desired types 
for the roles of the V.I.P. and the 
valet. A special counter display 
was designed to illustrate the cus- 
tom monogram story at point of 


_| sale. 


Although complete sales results 
have not yet been compiled, one 
record has already been set. In 
the first four months of this drive, 
Martex bath sheet sales were 
much above comparable sales for 
any 12-month period in the com- 
pany’s history. 

“We hope this is only the be- 
ginning,” says Mr. Little. “The 
continental bath sheet, until now 
a luxury familiar only to the in- 
ternational set and class market, 
|is well established as a new and 
profitable gift item for men in 
many good stores across the coun- 
try.” 


Hanson-Bennett Boosts Miles 


Frank W. Miles, assistant treas- 
/urer, has been named a vp. of 
_Hanson-Bennett Magazine Agency, 
'Chicago. Morris H. Alford was 
| elected to succeed him as assistant 
| treasurer, 
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x me ponents po hai up| Joyce Shoes to Ross Roy 'Meredith Purchases WAGE 
Batty Crocker 6, teams ak eas dees ee eo Jouhe Wm. Joyce shoes division of | Meredith Publishing Co. Des 
‘ 45 d ‘ oyce Inc., Pasadena, Cal., and) Moines, Ss purchase ’ 
‘Natures most refreshing favor with Bisguicks tion. Columbus, O., has appointed Ross Syracuse ABC affiliate, from 
Roy Inc., Hollywood, to handle ad- Frank G. Revoir, and will oper- 


Omaha Mutual Sets Campaign | vertising and sales promotion for | ate it in conjunction with the Mer- 


Mutual of Omaha will launch 
“the greatest radio and tv cam- 


paign in the history of the insur- v . 
ance industry,” with sponsorship y ek Qe A ce Ge Re Wet SO om » 


new.way to bake 


its line of men’s shoes. |edith-owned WHEN-TYV, Syracuse. 


of 2 oo “On the Line,” 
over the Mutual network Sunda 

evenings. The insurance company You Cover azul 
has also purchased three segments 


—Monday, Wednesday and Friday 3 of C 
—of Dave Garroway’s “Today,” 4 U AD- ITI ES j 
over NBC-TV, as well as a 15- i the Q 
minute segment of the Robert Q. 
WHEN YOU USE THESE NEWSPAPERS! i 


Lewis CBS Radio show Saturday 
Read by 57% of all Quad-Citians 


AND FOLLOW "Viner Gaume® 
UPSIDE -OOWN CAKE 
REOPE ON BSQUCK Bax f 


mornings. Bozell & Jacobs is the 
agency. 


crumb” upside down cake made with General Mills’ Bisquick mix and canned pine- “i'd aoe ith 
| i I « i “! . \ } 
apple backed by the Pineapple Growers Assn., San Francisco a New York public relations con- 


. on; »|sultant, and Marvin Needleman, ROCK ISLAND 
Pineapple Growers [*A50) 7° *" Betty Crocker formetly 8 Rochester, N.Y. P.| (a 
: man, have joine e Rochester es 
Schedule $500,000 Pineapple Growers Assn. ads in’ o¢tice of Harshe-Rotman, public| ian 
“ national and regional grocery and | relations consultant, as * ioe 7 awe aLuen-muape co. 


Drive with Bisquick bakery trade publications will tell | executives. : ; 


San Francisco, Jan. 19—More 
than $500,000 will be spent during 
March by the Pineapple Growers 
Assn. to promote pineapple upside 
down cake in magazines, Sunday 
supplements, radio and tv. 

The cake featured in the adver- 
tising, placed by J. Walter Thomp- 
son Co. through its San Francisco 
office, is made from a Betty 
Crocker recipe, using General 
Mills’ Bisquick mix. 

Pictures of the cake will appear 
on the front of Bisquick packages 
during the promotion. The cake 
will receive additional consumer 
advertising support from General 
Mills’ Bisquick advertising. 


® Full-color spreads and single 
pages featuring pineapple upside 
down cake will appear in 17 mag- 
azines, including Better Homes & 
Gardens, Better Living, Every- 
woman’s Magazine, Family Circle, 
Farm Journal, Good Housekeep- 
ing, Ladies’ Home Journal, Life, 
McCall’s, Modern Romances, Par- 
ents’ Magazine, The Saturday Eve- 
ning Post, Sunset Magazine, To- 
day’s Woman, True Story, Wom- 
an’s Day and Woman’s Home 
Companion. 

Sunday newspaper supplements, 
including This Week Magazine and 
the New York News Sunday roto 
section, will also carry full-color 
ads. 

The campaign will also be sup- 
ported by three weeks of radio-tv 
promotion on network programs — — 
beginning March 15. This will in- . - ie — - 
clude “The Lone Ranger” (ABC- — 
TV), “Valiant Lady” (CBS-TV), 
the “Bob Crosby Show” (CBS- 
TV); “Whispering Streets” (ABC) 
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PHOTOS 


, Ml M k k d CARMEN 
tit Quantities Vlake it look as good as it is... » 2 
SELL BETTER! 2D 
eee ' Corr ey PRINT IT ON CHAMPION Keomekore. Your annual report is 

JOE the mirror of your corporation’s performance. Important as its 
contents are, its appearance, too, adds prestige to your company. 
This is why you should use Champion Kromekore” cast coated 


paper... a quality paper for a quality printing job. 


Keproduction negative 
Sontoct re ome THE CHAMPION PAPER AND FIBRE COMPANY + HAMILTON, OHIO TRADE-MARK 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Symbol of Quality, Integrity, Service 


PHOTOMATIC Co., istrict 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


53-59 E. HMlinois St., Chicago 11, iingis 
Phone: WHitehail 4.2936 — 
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11-Month Radio-TV Set 
Sales Ahead of Last Year 


Retail sales of television sets 
dipped in November and radio 
sales showed a gain. However, both 
items, for the first 11 months of the 
year rose compared with the same 
period of 1952, according to the 
Radio-Electronics-Television Man- 


ufacturers Assn. 

TV sales for November were 
| 678,295 as compared with 803,327 
a year ago; radio sales reached 
697,062 for the month, against 
/486,800 for November, 1952. For 
the 1l-month period, 5,600,423 tv 
sets were sold, as compared with 
5,095,220 in 1952, and 5,608,477 
‘radios against 5,363,859. 
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On the International Scene... 


Supermarkets on 
Rise in Canada, 
‘Maclean's’ Finds 


TORONTO, Jan. 19—The super- 
market revolution is in full swing 
in Canada, according to Maclean’s, 
semi-monthly magazine. 

According to a survey of the 
Canadian self-service supermarket 
field—probably the first made in 
this country, according to the pub- 
lication—Canadians will spend 
over $2.1 billion in grocery and 
combination stores this year. This 
compares with $567,000,000 spent 
by Canadians in 1941, and repre- 
sents an increase of over 235%. 

In the same period of time, 
however, the number of stores has 
increased only 22%, about in pro- 
portion to the population, and the 


the message, 


, a 


Ye letterhead paper youll, find’ 


tn Yfeces wllers dhcislous counl 


From the offices and conference rooms of America’s key executives 
come decisions that often change our whole pattern of living. And 
when their decisions are put into writing, these men know that the 
right letterhead paper can enhance the prestige and authority of 


That is why you will find so many leaders in every field have 
chosen Cockletone Bond to represent them. They’ve found that 
the firm, “heavy” feel, the crisp crackle, and the rich, pure white of 
Cockletone Bond lend dignity and importance even to day-to-day 
correspondence. Yet its cost is surprisingly low. Why not let us 
send you a sample book, and the Cockletone Bond portfolio of 
letterhead designs? Just write on your business letterhead for your 


free copy. Hammermill Paper Company, 1459 East Lake 
Road, Erie 6, Pennsylvania. 
You can obtain business printing on Hammermill papers wherever 


you see this shield on a printer's window. Let the Guild sign be your 
guide to printing satisfaction. 


average food store today has sales 
190% larger than in 1941. Almost 
50% of this increase has taken 
place in the last five years. 


= Per-store increase of the chains, 
which have spearheaded the trend 
toward supermarket shopping in 
Canada, is more than double the 
190% average sales increase for 
food stores noted above. 

In 1941, average sales per unit 
of chain grocery and combination 
stores were about $111,800. This 
year they will approximate $641,- 
000—an increase of -473% per 
store, on the average. Some of the 
larger chains would average still 
higher—from $1,000,000 to $2,500,- 
000 per store. 

While the chains’ per-store gains 
have been dramatic, their share of 
the total national business has not 
been particularly startling. They 
have tacked on an additional 4% 
or 5%—from 30.5% in 1941 to ap- 
proximately 35% this year. But 
they have done it with fewer 
stores. 


= In 1941 there were 1,541 gro- 
cery and combination chain store 
units in Canada, against only 1,- 
186 at the 1951 census. 

The makeup of consumer char- 
acteristics and habits are illus- 
trated by the following figures: 

Of a total of 102,347 shoppers 
interviewed, it was found that 
64.1% are women, 35.9% men. Of 
these, 54.5% of the women shop 
alone, 26.4% of the men shop 
alone and 19.1% shop in couples. 

The peak day for women shop- 
ping alone was Friday (26.4%); 
for men alone, Saturday (26.9%), 
and for couples, Saturday (36.6%). 

On the weekly average, most 
women and couples shop from 4 
to 5 p.m., and 11 a.m. to noon is 
the peak period on Saturdays for 
women alone. Men shopping alone 
favor 5 to 6 p.m. during the week, 
10 to 11 a.m. on Saturdays. 


= The highest percentage of pre- 
viously planned purchases by all 
shoppers was in the meat and fish 
classification (78.9%) and the 
highest percentage of impulse 
purchases was in the dessert mix- 
es, jelly powders, candy, nuts, 
and candied fruit classification 
(57.6%). 

Previously planned buying is 
done by men more often than by 
women; 59.3% of the items pur- 


Advertising Age, January 25, 1954 


chased by women are previously 
planned, 30.4% are bought on im- 
pulse, whereas 65.1% of the items 
bought by men are previously 
planned, 25.2% bought on im- 
pulse. However, women make most 
of the decisions on what to buy. 
Women said that of the total items 
they planned to buy, 93.9% were 
suggested by themselves, 3.1% by 
their husbands and 3.0% by other 
members of the family. Men said 
that of the items they planned to 
purchase, 46.1% were suggested by 
themselves, 47.0% by their wives 
and 6.9% by other members of the 
family. 

The average shopper in Canada 
makes 2.33 trips per week to a 
grocery store and spends an av- 
erage of $3.63 per trip. The aver- 
age weekly expenditure in this 
type of store is estimated to be 
$8.46. 

Of the substitute brands pur- 
chased, less than 4% were bought 
because of coupons, special deals 
or free goods. 

The survey was made for Mac- 
lean’s by Gruneau Research Ltd. 


Britain Had Record 
Tourist Earnings and 
Export Income in ‘53 


London, Jan. 19—Britain earned 
more dollars in 1953 than ever 
before. 

Provisional figures released last 
week showed shipments to the 
U.S. were worth $444,640,000—a 
9% increase over 1952. 

Exports to Canada _ increased 
even more sharply. They totaled 
$439,040,000—a 21% gain over 
1952. 

Exports to the dollar area thus 
brought in $883,680,000 to Britain, 
a 14% increase over 1952. 


= To this must be added the con- 
siderable earnings from North 
American tourists—also at a rec- 
ord level in 1953. Before leaving 
for the U. S. last Saturday, Sir 
Alexander Maxwell, chairman of 
the British Travel & Holidays 
Assn., announced these glad 
tidings: 

1. Some 810,000 tourists visited 
Britain in Coronation year, com- 
pared to 733,000 in 1952. 

2. They spent $350,000,000 in 
Britain, an increase of 9% over 
the 1952 figure. 

3. Of the total tourist earnings 


of $350,000,000, American visitors 
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A FOR EFFORT—Leading newspapers in Stockholm, Sweden, carried this ad 

presenting all the personnel of Wilh. Anderssons Annonsybyra Ab. (advertising 

agency) to mark the Swedish agency’s 30th anniversary. The same newspapers 

also carried 30 ads for the agency’s clients signed with the small “a” that marks 
all advertising Anderssons produces. 


‘Names McKee & Albright 


,Co., Los Angeles, to v.p. in charge 
of posting. He has been with the 


company since 1933. 


Saucier Adds PR Account 


Ted Saucier, New York, has 
been named to handle publicity 
for the Holmes & Edwards division 
of International Silver Co., Meri- 
den, Conn. 


Richardson & Robbins Co., Dov- 
er, Del., has named McKee & Al- 
bright, Philadelphia, to handle) 
advertising and merchandising of 
R&R food products. 


Berry to VanSant, Dugdale 


Graham (Gray) G. Berry, for- 
merly with we Ay Agency, New 
York, has joined the staff of Van- 
Sant, Dugdale, Baltimore, as a 
|copy supervisor. 


Malloy Purchases KVSM 


contributed $102,000,000, or about 
30%. Canadian tourists spent $29,- 
400,000. 


= The British tourist chief is now 
visiting the United States to as- 
sess travel prospects for 1954. He 
is confident that traffic can be 
“held at much the same level as 
last year.” In fact, he said there 
is “a good chance for a slight in- 
crease.” 

“A million visitors to Britain is 
not impossible to reach,” he said. 

The figures on American trade 
provided a bright spot in an other- 
wise disheartening economic re- 
port. Total British exports de- 
clined from £2.72 billion in 1952 
to £2.69 billion in 1953—a drop 
of £39,000,000 ($109,000,000). 
Fortunately, imports declined even 
more, so the total trade deficit was 
reduced from <£7753,000,000 to 
£ 660,000,000. 


= But economic observers here 
are worried. They point out that 
1953 was a record production year 
for Britain, yet exports lagged. 
The extra output went instead to 
the domestic market. Britons ate 
more, drank more, smoked more 
and spent more. It was the best 
consumption year since the war. 

The economic experts say this 
is all very well, but the country 
will eventually have to pay for 
such indulgence. Only a healthy 
balance of exports over imports 
can assure Britain a high stand- 
ard of living. 

The pundits are particularly 
concerned over the signs of an 
American business recession. Brit- 
ish exports to the U. S—cars, tex- 
tiles, china, Scotch whisky—are 
mainly in the luxury goods class, 
and they are likely to be the first 
to suffer from such a recession. 


May 15 Deadline for NIAA 
May 15 has been set as the 
closing date for the McGraw-Hill 
1954 National Industrial Advertis- 
ers Assn. chapter awards. Selection 
of winners of a first award of 
$1,000 and a second award of $500 
is based upon “the most valuable 
contribution to the advancement 
of industrial advertising as a con- 
structive force for social and eco- 
nomic progress.” Entries should be 
sent to the chairman of the awards, 
administration committee, NIAA, 
1776 Broadway, New York 19. 


Westmore to Launch Ad Drive 

Westmore Cosmetics, New York, 
has planned a spring advertising 
schedule to include full-color 
pages in Life and ads in the Amer- 
ican Weekly, Photoplay. Screen- 
land, Silver Screen and Today’s 
Woman as well as special news- 
paper campaigns. Westmore will 
also use radio and tv. The cam- 
paign, which gets under way in 
March, will feature Marilyn Mon- 
roe. Kiesewetter, Baker, Hagedorn 
& Smith, New York, is the agency. 


Named to Advisory Council 

Fred Bohen, president of Mere-- 
dith Publishing Co., Des Moines, 
has been named to the business 
advisory council for the Depart- 
ment of Commerce. 


vision star, and his wife, Geor- 
Promotes Bill Edmunds giene, have purchased KVSM, San 
Bill Edmunds has been promoted | — Cal., radio outlet, for $75, - 


Les Malloy, San Francisco tele-| 


by Pacific Outdoor Advertising 422 


Paretti to Ried] & Freede 

Dorothy Paretti, formerly with 
Royal & deGuzman, New York, 
has joined Riedl & Freede, New| 
York, as media director. 


Molony Joins WTSK-TV 

Don P. Molony, assistant gen- 
eral manager of WEHT, Hender- 
son, Ky., has been appointed V.p. is 
‘of WTSK-TV, Knoxville, Tenn. 4 
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READERSHIP 


TO DETERMINE the extent to which a par- 
ticular type of headline influences readership, 


McGraw-Hill Research analyzed reports of 
personal interviews with readers of four issues 


each of two business publications. 


THE READERSHIP 0f 1078 one-page black 


and white and two-color advertisements was 
studied. You'll see by the chart that in the 
advertisements in which the company or 
trade name of the product appeared in the 
headline, the copy was 20% better read than 
those which lacked such identification. One 
reason for this higher readership was that, 
in addition to identifying the advertiser, the 


headline also contained information about 


specific uses, benefits or product quality. 


CONCLUSION: This study (Data Sheet 
#3200) and those reported in Data Sheets 
#3236 and #3237 show that readers want 
specific, detailed information in industrial 


advertising. 


SERVING BUSINESS ADVERTISERS. 


The Laboratory of Advertising Performance 
is one of many “‘services’’ maintained by the 
McGraw-Hill organization for its advertis- 


ers. If you want facts on subjects related to 


business paper advertising performance and 
effectiveness, ask your McGraw-Hill man, 


or write our Research Department. 


M- GRAW-HILL ri 


= FOR BUSINESS 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


ABP 


HEADQUARTER S FO R 


ae 


330 WEST 42nd STREET, 


NEW YORK 36, N. Y. 
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PRIZE WINNER—This window in Holt’s Sporting Goods Store, Houston, won the 

$1,000 first prize in the Airman insulator jacket window display contest. Holt’s 

display manager, Luke Spear, who designed the window, won a $500 U. S. Savings 
bond. Airman jackets are made by Shirtcraft Co., Hazelton, Pa. 
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NEW INDIAN CHIEF—Eric Stainton (center), v.p. of National Distillers Products 

Corp.—maker of Old Crow whisky—receives congratulations from Philip Lukin, v.p., 

Lawrence Fertig & Co., after being “bonneted” as Chief Old Crow in a tribal cere- 

mony on the Crow Indian reservation in Montana. At left is Samson Bird in the 

Ground, the new chief's “adopting father.” As a Crow, Mr. Stainton may never 

“converse with, exchange glances with, talk about, or be talked about by his mother- 
in-law.” Crow tribesmen are also tax-exempt. 


vu 


ADMAN OF THE YEAR—Joe Serkowich (right), advertising manager of LeTouwrneau- 


IDEA OF THE YEAR—At a three-day meeting of its advertising 
and business managers in Chicago, Scripps-Howard Newspapers 
honored the Pittsburgh Press for Its special “Pittsburgh Renais- 
sance” rotogravure issve as the “Idea of the Year.” Making the 


award at left are Lewis G. Fidler, director of general advertis- 
ing; H. H. Maclean, assistant to Mr. Fidler in charge of the retail 
division; M. G. Patton, retail advertising manager, and Earl J. 
Gaines, advertising director of the Pittsburgh Press. 


Westinghouse Co., Peoria, Ill., receives award from G. D. Crain Jr., publisher of 
Industrial Marketing, which named Mr. Serkowich Industrial Adman of 1953. Pre- 
sentation was made at meeting of the Chicago Industrial Advertisers Assn., where 
Dr. Charles Allen (foreground), Northwestern University school of journalism, was 


PARTY TIME—Shop talk and social notes were traded Monday at the Newspaper Advertising Executives 
Assn. reception for advertisers and agency men. (1) Frank F. Hill, Burlington, la., Hawk-Eye Gazette ad 
director, discusses the Chicago convention with E. D. Ward, ad manager of the Pittsburg, Kan., Headlight 
& Sun. (2) Dent Hassinger (left), Bureau of Advertising western manager and reception committee member, 
greets agency guests R. D. Crisp, Tatham-Laird research director, and John M. Willem, Leo Burnett Co. v.p. 
(3) Guests L. Martin Krautter, Maxon v.p. and Chicago general manager; Gordon G. Hurt, Hotpoint Co. 
ad manager, and Allen B. Dicus, exec. v.p., MacFarland, Aveyard & Co. (4) Paul T. Morgan, Texarkana, 


moderator of a publicity panel. 


Tex., Gazette-News business manager; E. H. Marshall, Independence, Kan., Daily Reporter ad manager, and 
Merrell C. Steelman, general advertising manager of the Press, Asbury Park, N. J. (5) Discussing the mid- 
western situation are John Callender, Cedar Rapids, ta., Gazette general ad manager; Herbert O. Tschudy, 
lowa Daily Press Assn. executive director, and John R. Harmer, Northwest Dally Press Assn., Minneapolis, 
account executive. (6) Oil wells were the subject of J. C. Anderson, Kitchener, Ont., Record advertising 
manager; J. R. Meakes, Sudbury, Ont., Daily Star publisher; John W. Tubbs, Shawnee, Okla., News-Star ad 
manager, and L. F. Maher, Huron, S$. D., Daily Plainsman ad manager. 
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47th CONSECUTIVE YEAR OF LEADERSHIP 
It Sounds Like the Same OV Story... BUT IT’S NEW 


Again in 1953 The Pittsburgh Press Hit an 


ALL TIME HIGH 


ADVERTISING RECORD 
29 PDP 


*1,357,722 Lines Gained Over the Year 1952 


Almost as much as the combined gain of the other two Pittsburgh Papers 


In 1953 The Sun-Tele Published 18,558,933 In 1953 The Post-Gazette Published 11,824,452 
Lines of Advertising Total Lines of Advertising 
a Gain of 884,249 Lines over 1952 a Gain of 529,459 Lines over 1952 


Source: Media Records, Inc. 


We’re proud of these 
accomplishments, born of the 


faith in The Pittsburgh Press 
Sun Telegraph Post Gazette 


of its Readers... 312% 19.9% 


and Advertisers 


Percentage 
of Total 
Advertising 
in Pittsburgh 
Newspaper 


The Pittsburgh Press 


(a Scripps-Howard Newspaper) 


Predominantly No. | in Pittsburgh 


First in Circulation —in Total Advertising 
in General Advertising—in Automotive Advertising 


in Retail Advertising —in Classified Advertising 


in ONE WORD— EVERYTHING 
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Sheppard Named Ad Manager 

Frank Sheppard, who has been 
eastern advertising representative 
of Jewelry, New York, has been 
promoted to advertising manager 
of the magazine. 


Willis Joins ‘American Home’ 
G. Weldon Willis, formerly a 
member of the eastern sales staff, 
has been named sales promotion) 
manager of American Home, New, 
York. 


Want fo Sell 


300.000 


New Mothers? 


Customer-prospect lists of nation’s lead- 
ing diaper services available to increase 
your sales to medium-income level fami- 
lies with new babies. Ideal test market 
for research, sampling, mail order, etc. 
Successfully used by notional advertisers. 
For details, write, phone or wire. 


ASSOCIATED BABY SERVICES, INC. 
Sales Promotion Dept. 
149 Madison Avenue 
New York 16, N. Y. 
ORegen 9-4400 


Business Paper Success Story ... 


Boudoir Lamp Shade Maker Builds 
Reputation by ‘Specializing’ Ads 


New York, Jan. 20—Morlee 
Mfg. Co. specializes in the man- 


|ufacture of boudoir lamp shades. 


It makes no other product, and 
was entirely unknown to lamp 
trade buyers when it started busi- 
ness in 1949. 

Today, however, Morlee vanity 
shades are distributed nationally, 
the company is well known in the 
trade, and its volume in 1953 
showed a gain of 24% over 1952 
which, in turn, was 18% over the 
preceding year. 

Three things account for this: 
(1) The partners and owners of 
the business, Harry Nash and Sid- 
ney Graubard, are specialists in 
their line and know how to produce 
a quality product efficiently and 


economically; (2) they believe in 
sound and vigorous merchandis- 
ing, and (3) they believe in ad- 
vertising a specialized product in 
a special way. 


= The company has been a con- 
sistent advertiser in business pa- 
pers since it started business. Its 
agency, Lloyd S. Howard Associ- 
ates, is a specialist in lamps and 
lamp shades advertising. 

The initial problem in the case 
of Morlee, Mr. Howard told AA, 
was to make the company and its 
product known in the trade. He 
was satisfied that the company 
had a good product. 

“You can’t advertise a brand 
name in the lamp field,” Mr. How- 


SEE YOUR GENERAL TIRE DEALER 


Another General Tire 24 sheet 


designed for 


THE GENERAL TIRE AND RUBBER COMPANY 


by 


D'ARCY ADVERTISING CO., INC. 


CONTINENTAL 


lithographed by 


One of the many powerful selling messages used by the 
General Tire and Rubber Company each month on strate- 
gically located poster panels throughout the country. 


= 


l 


LITHOGRAPH CORPORATION 


CLEVELAND, OHIO 
Offices in: NEW YORK + CHICAGO : SEATTLE + PITTSBURGH + SAN FRANCISCO * LOS ANGELES 


ard said. “People don’t buy lamp} 
shades that way—yet, anyway. A 
line has to be merchandised in- 
tensively and continually to get 
displays in stores. 

‘“Morlee had already started this 
and was doing a good job when we 
were called in to take over the ad- 
vertising job. The first thing we 
did was to design an identifica- 
tion logotype that could be used 
in advertising, on packages, letter- 
heads, invoices, sales tags, etc. 
This logotype was the symbol of a 
hand holding a needle and thread, 
to signify hand-sewn tailoring, 
with the name Morlee.” 


ws While the advertising problem 
was essentially simple, Mr. How- 
ard said, it presented certain dif- 
ficulties. The budget was limited, 
and the media that could be used 
were also limited, not merely be- 
cause of the small budget, but be- 
cause of the type of product and 
type of buyers to be reached. 

A great deal of the buying of 
lamps and shades is done by deal- 
ers at the annual lamp shows here 
and in Chicago. Morlee’s first ad- 
vertising was done before, during 
and after the big shows to attract 
and hold the attention of buyers, 
both in the company and in its 
boudoir shades. 

“We tried to antagonize buyers 
in a nice way,” Mr. Howard said, 
“by telling them that they were 
nuts if they passed up the Morlee 
line at the show.” 


= One of these ads declares, “Buy- 
ers are nuts...” In small type un- 
der this head is a qualifying state- 
ment which reads, “about Mor- 
lee’s new line.” 

The body of the ad says: “Yes, 
indeed, it seems that about every 
important buyer in the country 
has been singing (buyers never 
shout) the praises of Morlee’s new 
treasure-trove of vanity shades. 
On lamp counters all over Amer- 
ica, Morlee has been setting new 
sales records and (best of all) 
making new friends. Visit us at 
the N. Y. Lamp Show, Room 502, 
and you, too, will find out why 
Morlee is America’s fastest grow- 
ing vanity-shade manufacturer.” 

These ads in Lamp Journal and 
Modern & Traditional Lamps were 
outstandingly successful, Mr. 
Howard said, largely because that 
type of advertising was somewhat 
out of the ordinary. 


s “I don’t mean that it brought 
in a lot of orders,” he explained, 
“but at the show a lot of buyers 
visited the Morlee exhibit and did 
considerable wisecracking about 
Morlee’s advertising. 

“In this field, you know, adver- 
tising is still pretty primitive in 
many ways, and for a newcomer 
in the field to start out with full 
pages in the two leading trade pa- 
pers caused a good deal of eye-| 
brow lifting.” 


| 


The company has continued ad-| 


TALKING POINTS—Buyers are inclined to go see representatives of Morlee Mfg. 

Co. just to talk about the company’s unusual ads—and frequently to buy Morlee 

boudoir lamp shades. The company’s agency, Lloyd S. Howard Associates, says the 
hippopotamus display at right was one of the most successful in the series. 


vertising in both of the above 
publications ever since. Between 
shows smaller space is used to 
keep the company’s name before 
the trade, and institutional-type 
ads are used at intervals, with an 
occasional injection of sex to 
pep up buyers’ interest. 

Reprints of certain ads are used 
also for direct mail advertising 
and for envelope stuffers. 


= One of the most successful in- 
dividual ads used, Mr. Howard 
said, was one of a series which 
used animals as illustrations. This 
particular one shows a_ hippo- 
potamus with its mouth open, 
with the headline, “You and your 
big mouth...” 

The copy says, “People will 
talk...and we love it—but with 
due respect to advertising, the best 
of its kind comes right out of the 
mouths of our customers, and for 
FREE yet! Proof: For the fourth 
consecutive year Morlee sets new 
sales records coast to coast, with 
an exciting, quality line of vanity 
shades—each a proven best sell- 
“ 

A catch line was inserted in the 
ad next to the logotype—“A lamp 
is made by its Morlee shade.” 


= Morlee’s advertising proves 
conclusively, Mr. Howard said, 
that advertising can do a good job 
for a company on a limited budget 
in business papers if the right pa- 
pers and the right type of ads are 
used. 

“Morlee established its name in 
the lamp field and has increased 
its business each year since it 
started,” Mr. Howard said. “Ad- 
vertising and a quality product are 
responsible. 

“We don’t expect orders from 
our advertising. We use advertis- 
ing to keep the company’s name 
before buyers, to tell buyers about 
our merchandise and to back up 
our salesmen. Merchants don’t buy 
lamp shades by brand, by coupon, 
or on impulse. They buy lamp 
shades that will please customers 
and which can be sold profitably 
and consistently. 


= “We get reaction from our ads. 
Buyers come into the lamp show 
and talk about our ads. They also 
buy lamp shades. 

“The kind of advertising that 
Moriee has been using is off the 
beaten track in the lamp field,” 
Mr. Howard said. “That’s one rea- 
son for its success. The company 
has never interfered with us in 
any way and has invariably ac- 
cepted our suggestions and ideas 
for advertising. It accepts us as 
specialists, and it has been accept- 
ed as a specialist in its field large- 


ily becayse it advertises its special 


merchandise in a special way in 
a special field.” 


Weod Joins Heintz as A. E. 

Don C. Wood has joined Heintz 
& Co., Los Angeles agency, as an 
account executive. 
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You Ought to Know . 


Because a dynamic philosopher 
is hard at work, there is a new 
trend in the exhibit field today. 

Three of the country’s largest 
and most successful shows—Plant 
Maintenance & Engineering, Ma- 
terials Handling and Basic Mate- 
rials—represent a departure from 
the concept of industry exhibits 
to the new idea of “function” ex- 
hibits. All three of them are the 
result of the thinking and bound- 
less energy of Saul Poliak. 

This man, who can cite figures 
to support his contention that he’s 
responsible for more organized 
non-military travel than any other 
source, explains that the function 
exhibit has become a major edu- 
cational center for industrial ex- 
ecutives, designers and engineers. 
He points out that visitors to this 
kind of exhibit constantly find for 
their own operations applications 
of displayed materials that the 
original manufacturer might never 
have thought of. 


@ Paralleling the beginnings of so 
many stories of this kind, Saul 
Poliak’s entry into the field of 
trade shows was essentially ac- 
cidental. 

After a tour of duty as a mem- 
ber of the city staff of the old New 
York World, and a year as cor- 
respondent in Mexico City for the 
Christian Science Monitor, Mr. 
Poliak returned to New York in 
1932 to hook up with a public re- 
lations outfit. Actually, the or- 
ganization was a loosely organized 
stable of account men with in- 
terests in many fields, one of 
which was a small annual show in 
the dairy equipment line. While 
working here, he became friendly 
with another employe, Truman 
Clapp, and in 1937 the two com- 
bined their resources and their 
accounts, bought out their em- 
ployer and set up the Clapp & 
Poliak organization. 


® Their first official act provoked 
gales of laughter. On the morning 
of the changeover in ownership, 
the two new bosses posted a notice 
on the old company’s bulletin 
board. It carefully explained what 
had happened and notified all em- 
ployes that their tenure was about 
at an end. Reading it over with 
satisfaction, the new owners dated 


it, posted it, and then sat back to) 


await the howls of protest. 


| 


Within a few minutes one ot 


their colleagues burst in, chuck- | © 


ling and calling the notice “the | 
best gag I’ve ever seen.” Signs of | 
amusement were equally apparent | 


in the rest of the staff. Puzzled,| ume 
the two new tycoons read and re-| | = 


read their meticulously 


worded | 


notice, finally to uncover the cause! ~ rae 


of this unexpected reaction. 
notice was dated April 1. 


# But since that day, Clapp & 
Poliak has been taken much more 
seriously, and today the company 
name is known and respected 
wherever exhibits are discussed, 
planned and held. 

The new firm promptly resigned 
its various public relations ac- 
counts and concentrated on the 
exhibit field. Expansion was 
steady and rapid until Dec. 7, 1941, 
when Clapp & Poliak decided to! 
suspend operations for the dura-| 
tion. Mr. Poliak at this time joined | 
the staff of the American Man-| 
agement Assn., for which he had} 
handled the Packaging Exposition 
since its inception. 

Following V-J Day, Clapp & 
Poliak was started again and 
staged the National Plastics Ex- 
position in New York’s Grand 
Central Palace in 1946. 


# An analysis of the exhibitors and 
audience at packaging shows con- 
vinced Saul Poliak that a West 
Coast counterpart of this exhibit 
would find good response. He 
spent three weeks in and around 
San Francisco to organize and sell 
the idea, made a profit on the very. 
first show and today is 80% sold) 
out from exhibit to exhibit. 

The energetic exhibit planner 
has capitalized on his commuting 
time. His home in Redding, Conn., 
is a one and one-half hour jour- 
ney from his New York office, so 
during 1945 and ’46, Mr. Poliak 
utilized the daily three hours to 
write a book. “Rebuilding the 
Sales Staff,” published by Mc- 
Graw-Hill Book Co. in 1947, sets 
forth his thesis that proper selec- 
tion of sales personnel and de- 
tailed attention to a correct train- 
ing program can build a top-notch 
selling staff for any manufacturer. 

As a matter of basic policy, 
Clapp & Poliak prepares and sends 
to every exhibitor an analysis by 
industry, location and executive. 
position of the attendance at every 


fine color engravings 


The making of 


daily reminds us of the 
saying of Michelangelo: 
Trifles make perfection. . 
and perfection 


is no trifle.” 


= 
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The | | 


Saul Poliak 


one of the exhibits that the com- 
pany manages. 


= Saul Poliak believes that ex- 
hibit techniques are barely in their 
infancy, despite the advances 
made jn recent years. Improve-| 
ments in use of space, methods of 
manning booths and following up) 
prospects will come about, he says, | 


|as more manufacturers become 


exhibit-conscious, and as_ im- 
proved attendance auditing meth- 
ods are evolved. 

Mr. Poliak, who spends half his 
time traveling back and forth 
across the U.S., says, “The con- 


' stant search for new markets and 


for new materials to be used in 
production inevitably will lead to 
a widespread acceptance of the 
principle of the function show. 
“A dairyman looking for an im- 
proved type of flooring may find 
it in a product that some manufac- 


‘turer has developed as a roofing 
‘for another industry. The only 


place they can ever get together is 
at a function exhibit.” 


Rooke Elected Chairman 


William J. Rooke, president of 
W. R. C. Smith Publishing Co., 
Atlanta, has been elected chair- 
man of the board. Richard P. 
Smith has succeeded Mr. Rooke as 
president. 


Hotel Names Kastor, Farrell 
The Hollywood Beach Hotel, 
Hollywood-by-the-sea, Fla., has 
named Kastor, Farrell, Chesley & 
Clifford, New York, to handle its 
advertising and sales promotion. 


Healy Elected Jones V. P. 

John F. Healy, director of 
printed advertising, has been 
named v.p. of Ralph M. Jones Co., 
Cincinnati agency. 


BERNARD P. GALLAGHER 


Negotiator 


+> 
147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


for the purchase and sale 
of publication properties 
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REMIUM SALTINES | 


Another National Biscuit 24 sheet 


designed for 


NATIONAL BISCUIT COMPANY 


by 


McCANN-ERICKSON, INC. 


lithographed by 


CONTINENTAL 


One of the many powerful selling messages used by the 
National Biscuit Company each month on strategically lo- 
cated poster panels throughout the country. 


{— 


ontinenta 


LITHOGRAPH CORPORATION 


CLEVELAND, OHIO 
Offices in: NEW YORK « CHICAGO « SEATTLE « PITTSBURGH - SAN FRANCISCO + LOS ANGELES 
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Postal Committee Offers Plan to Save 


‘Hundreds’ of Millions of Dollars 


(Continued from Page 2) 
press service, have deprived the 
Post Office of $52,000,000 of reve- 
nue and have handicapped patrons 
of first class offices. 


While many of the suggestions. 


for improving postal operations 
have appeared in earlier studies 


of postal efficiency, the council’s| 
rate-making | 
problem was comprehensive —_ 


discussion of the 


entirely new. 


® Its position was stated succinct- | 
lv in a resolution which it pro-| 
posed that Congress adopt. This. 
resolution declared that: 

1. The Post Office is funda- 
mentally a public service to the 
people. 

2. It should be conducted ac- 
cording to the highest standards 
of efficiency, and constant efforts 
shall be made to improve the serv- 
ice. ; 

3. The cost of services per- 
formed by the Post Office for 
other departments shall be added 
to postal costs, and the costs of 
service performed by the Post Of- 
fice for other departments and of 
services which are justified only 
on a general welfare basis shall be 
deducted from postal costs. 

4. Mail rates shall reflect the 
fact that the Post Office Depart- 
ment was established primarily 
for the handling of first class mail, 
and rates shall further reflect the 
contribution of each class of mail 
to the general welfare and the val- 
ue of the service performed by 
each class. 

5. Congress shall set all postal 
rates. 


s At the time it was established 
last summer, the advisory group 
became known as the Carlson 
Committee, in honor of Sen. Frank 
Carlson (R. Kan.), chairman of 
the Senate post office committee, 
who had proposed the appoint- 
ment of a group of experts to in- 
vestigate the causes of the con- 
stant controversy over postal or- 
ganization and rates. While Sen. 
Carlson worked closely with the 
advisory group, his name did not 
appear on its report. 

In an official statement last eve- 
ning, Postmaster General Sum- 
merfield termed the promise of 
savings “ridiculous.” 

He declared: “Our preliminary 
review of the report reveals the 
advisory council has not made a 
single new proposal for economy 
and efficiency not already a part 
of the present management pro- 
gram of the Post Office Depart- 
ment.” 

His statement pointedly ob- 
served that Walter Fuller has been 
“a long time executive of the Mag- 
azine Publishers Assn. and _ its 
leading champion for subsidized 
postal rates for magazines. 

“It is disappointing that this 
Fuller report obscures the facts 
and shields an objective appraisal 
of the Post Office Department 
from public scrutiny,’ Mr. Sum- 
merfield contended. “The cost for- 
mula Mr. Fuller and his associates 


,C. Doherty, president, 


| rate-making, 


proposes would double the cost of | 
first class mail and continue heavy 
subsidies to magazines.” 

= In addition to Mr. Fuller, the| 
report was signed by Ed M. Ander- 


al Editorial Assn.; Edward B. Ru- 
bin, v.p., Spiegel Inc.; Paul D. 
Sanders, publisher of Southern 
Planter; John E. Tillotson, Asso- 
ciated Third Class Mail Users; 
Helen Chapman, General Federa- 
tion of Women’s Clubs; M. Albert 
Linton, president, Provident Mutu- 
al Life Insurance Co.; Robert 
Ramspeck, v.p. of Eastern Air 
Lines; Eugene C. Pulliam, publish- 


National 
Assn. of Letter Carriers. 


In recommending that Congress 


hold exclusive control over postal 
the advisory coun- 
cil’s report clashes with the posi- 
tion that President Eisenhower 
took in his State of the Union mes- 
sage, when he recommended that 
postal rate-making rest with an 
independent commission. 


# In its discussion of rate-making, 


the council argued that rates 
should be established in one place, 
“because all classes are woven in- 
separably into the economic fab- 
ric. 

“A solicitation by third class 
may result in an order by first 
class, with resultant delivery of a 
book by fourth class. A change in 
rates on any one class affects all 
the others.” 

At present, the council observed, 
Congress sets the rates for first, 
second and third class mail; the 
Post Office Department sets rates 
for international mail, special 
service and—with the assent of 
the Interstate Commerce Commis- 
sion—for parcel post, controlled 
circulation publications and cata- 
logs. 

“The nature and extent of the 
services performed by the Post Of- 
fice Department are determined 
specifically by the Congress of the 
U.S. The Congress should deter- 
mine the manner and degree in 
which resultant postal costs should 
be offset by the rates charged to 
the users of the mail,” the report 
says. 


= The council told the Senate 
committee: “There can be no 
proper rate structure without an 
approved itemization of the costs 
which are to be covered.” 

On the basis of special tabula- 
tions prepared by Price, Water- 
house, it reported that the Post 
Office absorbed $274,000,000 in 
1952 for items which should not 
rightfully be charged to mail us- 
ers. Of this, however, $107,000,000 
was the cost of handling govern- 
ment mail or subsidizing airlines 
—items which are no _ longer 
chargeable to the Post Office as a 
result of legislation passed in 
1953. Price, Waterhouse also re- 
ported other departments have 
been paying about $95,000,000 for 
expenses which should be charged 
to the Post Office. 

On the basis of its belief that 
the postal service was established 
fundamentally to handle first 
class mail, the advisory council 
came up with an entirely new ac- 
counting formula which assumes 
that “secondary products”—peri- 
odicals, advertising and other “de- 
ferred” classes—need return only 
the direct, or out-of-pocket, costs 
necessary to produce and distrib- 
ute them. 


# The council specifically ob- 
jected to the department’s use of 
the cost ascertainment system for 
rate-making purposes, because 
cost ascertainment assigns reve- 


|nues and expenditures to the vari- 


ous classes on the assumption that 
each class is as responsible for all 
the facilities as any other class. 


| 


HERE TO STAY—A governmental survey team which has been trying to revise mail 
| handling methods in Philadelphia has decided that the horse-and-wagon system 
| is still the most efficient for the stop-and-go type delivery in the downtown area 


The frequency of deliveries, the 
hours when the post offices are 
open to the public, the design of 
the facilities with many windows 
and clerks, and the premise that 
mail must be dispatched regardless 


few examples of the extra costs 
incurred. 


s “If the facilities were designed 


handling of the mail rather than 
for convenience and service, the 
operating costs would be greatly 
diminished. Thus, although the fa- 
cilities «are jointly used, it is un- 
reasonable to ask the secondary 
classes to assume a pro-rata share 
of costs which would be far less 
if the facilities were designed to 
handle the secondary classes 
alone.” 

To document its case the ad- 
visory council enclosed a tabula- 
tion of postal costs based on the 
assumption that first class mail 
should raise sufficient revenue to 
pay the general operating costs of 
the department, with the “sec- 
ondary” classes returning just 
enough to cover the out-of-pocket 
costs incurred in their handling. 
Under this Price, Waterhouse tab- 
ulation, first class mail, which 
shows a $52,400,000 “profit” under 


duced an $840,200,000 deficit. Sec- 
ond class—publications—which is 
charged with a $226,700,000 “defi- 


100,000. Third class—direct mail 
advertising, and fourth class—par- 
cel post, catalogs and books showed 
a “profit” for the department un- 
der the Price, Waterhouse tabula- 
tions. 


a Price, Waterhouse pointed out 
that its tabulations were not in- 
itended ‘“‘to be absolute” but were 
merely an indication of the re- 
sults that are obtained. It pointed 
out that postal officials cooperated 
in the work, but refused to con- 
‘cede the validity of the argument 


simply for the most economical | 


existing accounting methods, pro-| 


—at least the survey group could come up with nothing swifter. NOTE: The sleep- 
ing citizen in the Philadelphia mail wagon above, which first appeared in AA 
on Aug. 17, 1953, is not a mailman, he only drives the wagon. 


studies by the National Industrial 
Conference Board and the Na- 
tional Education Assn. exploring 
the role of the postal service on the 
economy of the country and its 
educational systems. 


of efficiency pay loads are but a. 


@ The Industrial Conference Board 

study said business may account 
for as much as three-fourths to 
\four-fifths of all postal revenues, 
‘and on a per-piece basis, may 
originate or be responsible for half 
of all mail. 

“Data from business firms sug- 
gests,” the report said, “that for 
most manufacturers postal costs 
are less than 1% of selling, gen- 
eral and administrative costs. For 
most publishers it is well above 
i=, 

Examination of the voluminous 
“sub-council” reports which were 
attached to the document filed 
with the Senate post office com- 
mittee yesterday demonstrated 
that many ideas for postal mod- 
ernization failed to get the ap- 
proval of the advisory council 
itself. A large section of the sub- 
council report on costs and rate 
making explored the practicality 
of a 5¢ rate which would provide 
ifor “expedited” handling of out- 
of-town mail. According to the 
sub-council, this plan, which is 
simply another word for all first 
class mail by air, would increase 
the department’s revenues by more 


cit” under the department’s pro-|than $300,000,000 and would be 
cedures, still had a deficit of $55,-|practical from the standpoint of 


the department and the airlines. 


mw There was no mention of a 5¢ 
“expedited mail’’ rate in the full 
council’s report, however. Similar- 
ly, the report of the personnel sub- 
council, under W. C. Doherty, 
president of the National Assn. of 
Letter Carriers, emphasized the 
urgency of restoring two deliveries 
a day, but this recommendation 
\did not appear in the report of the 
\full advisory council. 

| The sub-council on costs and 
rate making, under the chairman- 


“It presumes that since many that first class mail should stand |ship of Francis R. Cawley, v.p.. 
of the facilities must of necessity more than its pro rata share of the |Magazine Publishers Assn., called 
son, legislative chairman, Nation-|be used jointly, it is proper to department’s expense. 


| charge each class with its relative | 


“They base their conclusions 


\for comprehensive revamping of 
ithe second class rate structure. 


share of the use of the facilities. partly on the conviction that the |Noting that less than 1% of the 
This system, therefore, cannot re- postal establishment is organized |second class mailers currently pro- 


Advertising Age, January 25, 1954 


\tain advertising should be required 
\'to pay advertising zone rates. 

| “While it is recognized that 
profits of exempt publications do 
not inure to any one person or 
corporation, the present system 
nevertheless establishes a basis for 
‘government support of private 
‘charity which seems inconsistent 
|with the general policy of the fed- 
eral government.” 


. In his initial attack on the ad- 
visory committee’s work, Mr. Sum- 
;merfield complained that the work 
of the study group had been kept 
froin the department until it was 
ready for release. 

“The entire fabric and tenor of 
the Fuller report tries to justify 
further delay and inaction on 
postal rate increases for an in- 
definite period,” he charged. 

The report said, “While certain 
rates may be inadequate to cover 
|over-all operating costs, the prin- 
cipal factors in creating and per- 
petuating this loss must be at- 
tributed in large part to inefficient 
and thoroughly antiquated meth- 
ods of operation and the absence 
of modern machinery and equip- 
ment. 

“Other causes are the use of 
highly questionable assumptions 
in establishing unit costs; low 
morale and the lack of incentive to 
the rank and file of postal em- 
ployes; injudicious administration 
by the department in questions of 
operation and personnel, and in- 
adequate, obsolete and inefficient 
plant facilities.” 


a Recommendation No. 1 was 
“move emphatically and immedi- 
ately in the development of better 
systems and machines for the 
sorting of mail.” Noting that sort- 
ing and resorting takes half of all 
Post Office working time, the 
council said machines now in ex- 
istence give promise of solving 
some of this problem in the larger 
post office centers. 

“The possibilities of success and 
the savings possible are so great 
that action cannot be taken too 
auickly,” the council declared. 
The report called for larger ap- 
propriations for research and de- 
velopment. 

The report emphasized that tre- 
mendous savings could be made by 
merging overlapping postal facili- 
ties. 

“In one western city,” it said, ‘‘a 
first class post office operates in 
the very heart of the area serviced 
by another first class post office. 
Carriers from the two offices 
sometimes divide the same street 
in their deliveries.” 


s Pointing to the savings that are 
to be made by using new trans- 
portation methods, the report said 
the Post Office spends less than 
1% of its transportation funds for 
truck service, while general in- 
dustry spends about 25%. It said 
millions could be saved merely by 
using trucks for handling empty 
mailbags, instead of first class mail 
cars which go at maximum rates. 
The report called for an educa- 
tional program to encourage the 
use of zone numbers and suggested 
that the department explore the 
possibility of standardizing the 
envelopes and containers. 


‘Record’ Names Wood 


Calvin D. Wood, who recently 
established his own San Francisco 
office at 988 Market St., as a pub- 
\lishers’ representative. has been 
named Northern California repre- 
sentative for Pacific Coast Record, 
a restaurant and hotel trade maga- 
zine published in Los Angeles and 


‘flect the fact that the majority of to handle all classes of mail and |vide 40% of second class revenue, distributed throughout the West. 


the facilities have been acquired special services jointly for the the sub-council called for a mini- | 
to accommodate the specific needs benefit of all the people, rather mum charge which would require Prints Indian Edition 


of first class mail,” the report says. than being primarily an institution |extremely light publications to | 


Reader’s Digest has started pub- 


“The locations of the many post for handling first class mail,” stand a larger percentage of postal |lishing its 29th international edi- 


offices have been most properly 
selected for the convenience of the 


patrons rather than for the more 
er, Indianapolis Star, and William economical handling of the mails.|council also submitted special | profit—publications 


Price, Waterhouse said. 
| In addition to the Price, Water- 
house tabulations, the advisory 


pa Rae 


costs. 

The sub-council also argued that 
the so-called ‘“exempt’—non- 
which con- 


tion in India with the January is- 
sue. It has a circulation guarantee 
of 40,000. The edition is offset 
printea in Britain by Hazell, Wat- 
son & Viney Ltd. 


ee te a) 3 eae hes ia en 9 se cee pom ng aap ee ae BE en he a , ate Uerterar a! e Oe ahi ie arated : nA Bi rate ie ere Bess ; ' ‘ ie . ae of eee eee 
eaters H aS Sl UE Case eemrae oktrite Pi ow ps oor os a SR et aha ee fe fs OMe mt AN TK Sey ne Se ; eae 3 of eamere! ; : oe i a ; i gs ag 
he a a ears ones 34.5% stat! font nae é an : ' Sb 
go ; tse . PACE: 
eee ie Z c ¥ Be 
ce a. 
: = ee ies. 
y c 
a sf 
Re} : > ; 
ie a { 
ay. | ae. : hee e™ : 
* a Tie aa » ee - me x 2 
e & a ee ae a € 
eee Pate a cae. = eee ea | , { ae ' a 
toe’ 3 ae ae or ae Bere ogase ss ae | 
j BS Pl ae pe ane es. oe, er. pf , 
} 5 ie eee eo a aay fo 
: Teac, 2) gue 7 ane amen sen ay gee , - * ecg 
, Bi RIS hee ee -, B a 
j 3 Sie eree ene ts = * | oe PR en aban re. ay gt 4 7 a ay \ | 
ON UP a aaa are az ea. See . i ~ # al hs \ 
* eh ae *y eee, bee bh ce AS Bey Ce ee 5 eer ; 
~ . = . ee ERS are Tht ka ‘ 3 Lae 
:* es rae ek oe cae. | ' Be : “ : } 
4 cs . Eee lea pa > ae ; = | 
é 5 Joye ae oe th - Y « Ff 
: i ' TS lee ee a ¥ oy Sag 
a t : ; % ok oe cee / we { 
a £3 . Aire e iy Te artery orate gs ee a 4 } 
| a / % a ie — : 
Sd 3 2 rt . ee * —— : 
oe ¢ 4 Sy % 3 ; * P % | 
¥ : : Sy S me ve ey ae 4 
Bae. < eee Pete 8 % =e : _ 4 | 
weg ell eet ede a: ES  . : Ke | 
Se mete aura: Ay ‘ x & ' ' : 
3 al a* Paw ta 2 % Ss :. * 7 * 
Ss — a & ¥:. . f { 
2) oe eS a: X 
hee, “ ‘ - 
oe ae ae iat . woos: Sains 5 # * 
bs me a ae eet We cs 
_— ae ee as ee hipaa ss x . 
eee = See eee. at F 
. § Nee ea ee ene 4 “ 
es Ramer. i 2s Sees ee “eo : a 
- ’ ae * bicas pes oa S\ Se SRS Le 
a ere = Oe Sie ~~ oe po ae a ( 
ae Se eee a a Bits, a SS cae | 
a oe vege ve a! 5 St eas: , 
i * a ae . Sais FS fe ~ =o Be he le 
oe cae ‘ ee eee .. 3 rs oe 
ee S 3. i Bee Se ee < r*, eR (fee 
Fe eta - pee Sot Oe | ae Rosi a. 3 . ee ee 
Os is “ = oie ae ae $ : = = eS ‘oe, aay Roe ee . ¥ Bo are, 
. es as ¥ er ae * 4 oats ede 
Bs ‘eee Sete ee > Sail Se Ne aoe ae Sasi 
ee ‘ ae Ses ~~ “ — Bm fa) hetene 
i ‘ < eae tS Se Ris > +o oe , te ign 
Si ; x oh. wee Ye, See ut a ey * 1 ae e 
Oe Oe nh ; oe 
ae ‘ oe a. aS oes ’ hie: 
“a BS Ee eG : ee 
eS —— eg ee he 
<< diigen ' “ . P Bah 
ae Nese ec 
aon Tet 
ees sate 
= cae es 
a 
ASE _ 
css 
ca im 
a Be: 
e ee ™ 
1S | ee 
we . ee 
4 
6 
ea 
ee 
eee 
aes eee 
ee | " i 7 
: Bee 4 sme 6 
vem ; 
| wr 
: ee aoe 
py ; % 
Sane ae 
ile | es 
ea acite =a 
Torn gigas 
ese eae Sd 
Ales | ae 
ype lc Rt a ea 
AOC f tie AAS 
ae mes 2 
eae “48; ae 
ST a oe 
ea 
i se 
= S. : oe Ee 
4) es as 
ee: ee 
ates pes 
ieee - 
oo aren prostrie 
Ree le . r Amer 
eae: ! a 
et ae es a Ge 
Rieis tanta 
er oe eae 
Tyr ek eee 
Viga | ae 
os a ee 
4 Re vy ae g 
uns : os ; 
reas i 2 age 
oe t eh 7. Sag 
Sy mo. 
aren nae 
ia ae. y eee 
fe 
{ ae 
4 { 2 
ea lL 
4 yee, hu 
% ; get 
' Moi 
: | , ee 
ee ic ad 
a, es a : 
; ere { Wee: 
ee sy 
We | tl poe \ 
j | _ 
F 
} x 
F ms 
‘ ——= 
f 
ki : «ee 
; _ 
a 
* i ; 
q cere . i 
ee | %- 
a m+ / 
5 Ayo + ae 
re ; > } Ne 
» ee 
2 : : 
- ; ‘ é : ? 7 4 . ‘ tate ho ittes aa ia 
es, 1 : a : ; 3 ‘ ei ;. re r , we en a tie : 2 4 : f : : 
" "s . i ‘ < mut : 7 7 . oA ee Sek }® Lae é j pe ag hae ae re = we 0" ‘ ‘ - Gs Fes tar . e 
‘ ke ; Mints : sit - ) ‘ { net Ge : ree Ska US cca ls Webi a N a Waite oe uae ie oe Dalat Mee ae AA END ONE hy ane oat My hc iey Mange RY 8 Vis Ahir Pee ks! Stati ad ct at AEE ee Oe IM, ae A po te eS 
if mh pat RS Nine ee ie Get acelin ot hv Pac Sak kts Rapes Me rar apt Sin ae a ene weet Rod see bes a eee! A ete LO CET PO Cade Seay OETA ee May as Sareea ae Duahege (etree Re we is he <3 é 7 


DREW PEARSON 
Whshinglon 
MERRY-GO-ROUND 


IS NOW TELECAST ON 


a7 TV STATIONS 


SERVING 


0/0 OF ALL TY HOMES 
IN THE NATION! 


You Can Still Buy This Once-A-Week, 15 Minute 
TV Film Show In All Other Markets... For 
Whatever Portion Of The 26 Week Run Remains! 


For Full Information, sales plan, price and audition...write, wire or phone: 


HERB JAFFE JACK McGUIRE MAURIE GRESHAM GORDON WIGGIN ALEX METCALFE ED HEWITT 

655 Madison Ave. 155 E. Ohio St. 9100 Sunset Bivd. 216 Tremont Street MPTV (Canada) Ltd. 625 Market Street 
New York 21, N. Y. Chicago 11, Illinois Los Angeles 46, Calif Boston 16, Mass 277 Victoria Street San Francisco 5, Calif 
TEmpleton 8-2000 WHitehall 3-2600 CRestview 16101 HAncock 6-0897 Toronto, Canada DOuglas 2-1387 
FRANK O'DRISCOLL EMpire 8-8621 BRUCE COLLIER 
2211 Woodward Ave. 3905 Travis Street 
Detroit 1, Michigan Dallas, Texas 
WOodward 1-2560 LOgan 2628 


MOTION PICTURES 
655 Madison Avenue, N, Y. 21, N. Y. 


FOR TELEVISION, INC. 


Film Syndication Division 


The Drew Pearson 


show has already 


been sold in the 
following markets: 


New York 
Chicago 
Los Angeles 
Philadelphia 
Boston 
Pittsburgh, Pa. 
Washington, D. C. 
Milwaukee 
Seattle 
Minneapolis 
Galveston 
Columbus, Ohio 
Bloomington, Ind. 
Kansas City, Mo. 
Denver 
St. Louis 
Honolulu 
Hartford-New Britain 
Rochester 
Providence 
Fort Lauderdale 
Pensacola 
Portland, Me. 
Tucson 
Fresno-Tulare, Cal. 
Albuquerque 
Amarillo 
Idaho Falls, Idaho 
El Paso 
Lubbock, Tex. 
Springfield, Mo. 
Johnson City, Tenn. 
Butte, Montana 
Springfield, Mass. 
Twin Falls, Idaho 
Peoria, Ill. 
St. Petersburg 
Worcester, Mass. 
Las Vegas 
Monroe, La. 
Albany 
Pittsburg, Kansas 
Zanesville, Ohio 
Sioux Falls, So. Dakota 
Ames, lowa 
Harrisburg, Pa. 
Rockford, III 
Columbia, Mo. 
Eau Claire, Wisc 
Green Bay, Wisc. 
Billings, Montana 
San Diego 
Hutchinson, Kansas 
Waterloo, lowa 
Danville, Ill 
Princeton, Ind. 
Springfield, III 


These MPTV shows 
are available now: 


DUFFY'S TAVERN 
FLASH GORDON 


JANET DEAN, 
REGISTERED NURSE 


DREW PEARSON'S 
WASHINGTON 
MERRY-GO-ROUND 


More to come 
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Color TV Publicity 


May Help B&W Sales 


(Continued from Page 2) 
soon and the tubes getting bigger,” 
said one. 

“We're gonna have to sell b&w 
this year, and they’re not helping 
with all this talk,” growled anoth- 
er. 

Most manufacturers have adopt- 
ed a if-you-want-it-we-got-it at- 
titude on color. None have 
planned campaigns to sell color to 
consumers in °54 (there won’t be 
enough sets), and all are mapping 
b&w ad programs stressing lower 
prices and high quality. Copy will 
emphasize so-called exclusive fea- 
tures in quasi-scientific language 
that amazes especially the engi- 
neers who design the sets. 

Prices are lower this year, with 
17” table models starting at $79 


TELL AND SELL YOUR STORY - 
pate GENUINE PHOTOGRAPHS — 


x 10's Post Cards Tip-ons 
ide nares Parties Bulneei Cards 
THE GROGAN PHOTO COMPANY 
1275 N. Bahls St. Danville, Ilinois 


ae CHICAGO OFFICE: re 
122 S. Michigan Ave., Phone WEbster ie 3219 


and 21” receivers down as low as 
$99 to $200. 


® Production problems will be the 
limiting factor on color set output. 
Estimates of the number of tubes 
to be built range from 50,000 to 
200,000. Most tv manufacturers 
place the number at 100,000. 

Few color sets are expected to 
wind up in homes this year. For 
one thing, there are more than 
100,000 tv dealers and distributors 
in the U. S., and the majority of 
these will want color sets for dis- 


ganizations involved in color ad- 
vertising probably can absorb sev- | 
eral thousand sets. 

Before quantity production 
starts, set makers must decide) 
which of three color tubes—RCA, | 
CBS or Lawrence—will be used in 
their circuits. A look at any of, 
these gives even a layman an idea | 
of the production problems facing | 
the industry. 


aH. C. Bonfig, Zenith v.p. and 
director of sales, says the problem 


there’s 
ho mystery 
to it... 


et 


] The Armed Forces constitute a market 
with a 7 billion dollar annual income. 


business in this consumer market. 


of 'the Armed Forces and their families, 
contact our nearest representative. 


Our representatives can show you how to do 


Therefore, if you want to sell the members 


The 314 million men and women in the Armed Forces spend billions 
on consumer products in Service-operated Commissaries, Exchanges 


and Ship’s Stores each year. Our 


representatives know the simple, 


direct ways to get your products to them. 


Army Times, Navy Times, Air Force Times, the great Service 
weeklies, and Air Force Daily, the dynamic new European Edition, 
can establish your product in this young market and build brand 
preferences that will carry over into civilian life. 


GET “HOW TO SELL” DETAILS, SAMPLE COPIES, RATES AND MARKET DATA 


FROM NEAREST OFFICE 


* 
EUROPEAN 


AIR FORCE DAILY 


Published from London five 
days weekly. Circulation par. 
allels Air Force Exchange 
System abroad 


e LOW 


FOUR GREAT SERVICE PAPERS 


@ WIDEST SERVICE COVERAGE 
@ LOWEST COST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDITIONS 
AT HOME AND OVERSEAS 


COMBINATION RATES FOR ALL 


ArmyTwes © F) 
The Network | / 
of Service 
Newspapers 
—I 


ARMY TIMES 
NAVY TIMES 
AIR FORCE TIMES 


(Members: Audit Bureay of Circulations) 


AIR FORCE DAI ay | 


ALSO: 


“LONDON - ° FRANKFURT | ° PARIS * ROME « TOKYO 


play as traffic builders. Ad agen-| 
cies, film producers and other or-| 


j}ager of the DuMont Television 


of placing the microscopic color | 
dots for tv “makes ordinary four-_ 
color printing methods look like | 
finger painting.” He bases his | 
opinion on the experience of Zen-. 
ith’s Rauland tube plant, which is| 
building RCA-type tubes. 

The RCA tube, used in most of 
today’s color sets, has a diameter 
of about 15” and a picture size of 
114%4x8%”. 

The CBS tube, according to in- 
dustry executives, is priced at $125 
to set manufacturers and RCA’s 
/at $175. It is the same size as the 
RCA tube. 

Perhaps the greatest hope for 
low-cost production lies in the 
‘Lawrence tube. At present, how- 
/ever, its picture quality does not 
'equal that of CBS and RCA de- 
signs, but engineers are hopeful 
that this will be corrected. 


_@ The Lawrence tube (developed | 
by Chromatic Television Labora- | 
tories) is 22” in diameter and | 
gives a 12x16” picture. 
| Whatever tubes are used in col-| 
or sets, larger pictures can be ex-_ 
/pected later this year: RCA plans. 
‘to bring out a 19” bulb with a 16” 
| picture; CBS hopes to unveil a 19” 
‘round tube this year and a 21” 
-rectangular tube next year; Du- 
Mont is working on two models 
“with the viewing area 30% to 
40% larger” than current RCA 
and CBS tubes, and Chromatic has 
‘licensed Thomas Electronics Inc. 
'to work on large-tube designs. 
Current color set prices range | 
from $800 to $1,200. As for the fu- | 
ture, Jack Bachem, general man- 


Network, says, “General industry 
feeling seems to be that color tv 
sets, with tubes equivalent to 
those in today’s 21” b&w set, will 
be available in three to four years 


ae a es 


Advertising Age, January 25, 1954 


CHANGEOVER—John Cory, v.p. of Free & Peters, accepts the gavel he'll use as 

president of the newly organized Broadcast Executives Club in Chicago. At right is 

Howard B. Meyers, head of the Chicago office of Lloyd G. Venard Inc. and retiring 

president of the Chicago Radio Management Club, which Broadcast Executives 

replaces. Other officers include Arthur Hare, general manager, WENR; Gale Blocki, 

Chicago office head, Broadcast Advertising Bureau; Ruth Babick, Earle Ludgin & 
Co., and Gwen Dargle, Foote, Cone & Belding. 


allocation. Most media will be 
used with emphasis given co-op 
space. 


CBS-Columbia—The Columbia 
Broadcasting System receiver di- 
vision plans to spend $1,000,000 
in the first half of this year for 
both tv and radio promotion, 
“about double” last year’s first- 
half total. Large newspaper space 
will list dealers and the dealer- 
co-op program will be expanded. 
Spot radio and tv is planned in 
selected markets, and business pa- 
pers will be used. 

Aims of the campaign are in- 
creasing the number of CBS-Col- 


at retail prices in the neighbor- 
hood of $500.” 

Engineers emphasize that con- 
sumers cannot expect to buy color 
sets for the same price now paid 
for equivalent b&w sets any more 
than they expect to buy lower- 
price b&w for the cost of a table 
model radio. 


s There are many more compon- 
ents in a color set than in b&w 
equipment, and many of the parts 
require more soldering and other 
assembly labor. For example, 
there are about 20 vacuum tubes 
in the average b&w circuit and 
color sets require from 35 to 45. 

Also affecting consumer accept- 
ance of color tv will be service 
requirements. Harold Schulman, 
chairman of the Radio-Electron- 
ics-Television Manufacturers Assn. 
service committee, estimates that 
the average number of service 
calls will be between six and 10 a 
year. 

Service needs will increase be- 
cause of the greater number of 
parts in color sets, new compon- 
ents with which manufacturers 
have little production experience, 
lack of experienced service men, 
transmission difficulties diagnosed 
as set malfunction and the need 
to make calls to repeat operating 
instructions to set owners. 


a Meanwhile, b&w is far from 
dead. Predictions put 1954 sales 
between 5,000,000 and 6,000,000, 
down from ’53 sales estimated at 
from 6,400,000 to 7,200,000. Pro- 
duction schedules will remain 
flexible, factory executives say, 
until the market is more clearly 
defined. 

Most ad budgets will follow 
sales curves, but for the first 
| quarter are at about the same lev- 
vel as last year. In general, smaller 
/companies will gear production 
‘and advertising to operations of | 
the big manufacturers and try to) 
| outmaneuver them as local sales 
| opportunities develop. A cross sec- | 


New Radio Sound: 
Loud & Clear 


Even many manufacturers 
were surprised by am radio’s 
showing last year. Produc- 
tion of an estimated 13,000,- 
000 sets pushed the total of 
sets in use to an all-time 
high of 115,000,000. Sales 
builders are clock radios, 
portables and short wave 
rigs, the latter reflecting in- 
terest in international poli- 
tics not equalled since the 
Munich to Pearl Harbor era. 

High fidelity is another 
comer, with even _hinter- 
land dealers listening with 
interest to the new sounds 
offered by manufacturers. 
Hi-fi phonographs (and 
some not-so-high) will re- 
ceive sizable promoticn this 
year, with most radio-tv 
makers offering compact 
turntable, amplifier, speaker 
packages. Record sales, in 
turn growing from the mar- 
keting of $150 phonographs 
with fairly good sound re- 
production, are seen to 
climb another 10% over the 
53 increase of 12% and top 
the $250,000,000 mark. 


umbia dealers, bring in customers 
and get show-room attention with 
point of sale displays. 


Crosley—Avco Mfg. Corp.’s 
Crosley division hasn’t set up its 
budget yet. However, it probably 
will include much the same as last 
year, when magazines, newspa- 
pers, outdoor and tv were used 
heavily. Crosley’s ’54 line was in- 
troduced last June. 


DuMont—Allen B. DuMont Lab- 
oratories will spend about what it 
did last year, at least during the 
first two quarters. More emphasis 
will be given co-op newspaper ads 
to hit specific areas. Magazines 


‘tion of the industry reveals these | and business papers are scheduled. 


| plans: 


DuMont will use its new Duoscop- 


Admiral—Admiral Corp.’s bud-|ic set—two receivers in one cabi- 
get is about the same as last year’s | net with two pictures projected on| executive and technical writer. 


one screen—as a_ store traffic 
builder. The gimmick enables two 
persons to watch the same screen 
and pick the program each pre- 
fers. 


General Electric—GE’s budget 
will be increased slightly with 
network tv getting more attention. 
Comparison of GE features with 
those of other sets will be used 
with radio, outdoor, newspapers 
and magazines. 


Hallicrafters—Hallicrafters Co. 
will hold the budget at about last 
year’s mark. Magazine appropria- 
tions, however, will be cut back in 
favor of co-op newspaper space to 
back dealers who can move the 
line. 


Motorola—Motorola Inc. plans 
have not crystalized, but at least 
the first quarter will see ad spend- 
ing at last year’s rate. Motorola 
expects to continue use of tv, mag- 
azines, farm publications and 
business papers, plus co-op space. 


Muntz—Muntz TV Inc. expects 
to branch out later in ’54 with 
magazine space, possibly tv. Bulk 
of the budget, which totals $5,000,- 
600, will go to local newspaper and 
radio coverage. 


RCA Victor—Radio Corp. of 
America tv receiver production 
will be on a par with ’53 with 
more emphasis on 21” models. The 
ad budget is about the same, with 
magazines, newspapers, radio and 
tv and point of sale displays to be 
used. 


Stromberg-Carlson—The com- 
pany plans the largest first-quar- 
ter ad program in its history. For- 
ty-four ads are scheduled for 
magazines and supplements. Full 
pages also will appear monthly in 
business, news and financial pub- 
lications. 


W2stinghouse—W estinghouse 
Electric Corp. expects 1954 to be 
at least as good as last year and is 
holding its ad budget at about the 
"5S level. Production of 21” sets 
will be pushed, with total produc- 
tion of all models expected to be 
near last year’s figure. 


Sincock Joins Doug Johnson 


John H. Sincock, formerly ex- 
ecutive secretary of the San Diego 
Community Chest, has joined the 
staff of Doug Johnson Associates, 
Syracuse public relations consult- 
ant 


Hall Joins Ketchum, MacLeod 
Robert E. Hall, formerly an 
editor with Steel, has joined the 
technical literature department of 
Ketchum, MacLeod & Grove, 
Pittsburgh agency, as an account 
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WE claim no credit; 
however, events 
followed the pattern 
of Advertising Age’s 
May 18, 1953, appraisal 
of the cigarette 


advertising question. 


May 18, 1953 


G. D. Crain Ir. Says --- 


Health Angle Poses Cigaret Problem 


Reader's Digest. Later newspaper ste 


latest in a long series of medical 
based on reports of medical r re 


The 
linking cigaret smokiry 


ervars, and 
ing newspapers of the country recently, more recently Christan Herald \et loos 
. based on an Associated Press dispatch @ Dbiast at the industry along the 
summarizing @ study conducted by the lines. Now the current AP repog 

medical department of the University ot the University of Pennsylvania ¢ 
research findings in- on which it was based agai 
“close relationship between matter to public attention ‘em- 


cigaret smoking and lung cancer but em- phatic way 


on 
It 


phasized the jack of such @ correlation Just what should ci tisers do 
between this disease and cigur and pipe under these condits far sales 
have not declined b the unfavor- 


smoking 
Compared with the policy and public able publicity 
inherent in the grow- ceived because 
ing body of medical data on this subject, articles publisy 
he cigare’ companies cancer 

ted to because of creased. ang 
their advertising must seem like @ very 
And the public 


product has re- 
lowing number of 
subject of lung 


rmed., laissez faire is the the 
‘or the industry to follow 


interest involved Im 
from absolute 
aret advertising, # 


ner hand, the cigaret Come 


musted, by cigaret advertising per se, but 


if the product itself is dangerous that's which they are confronted, in 


g whether there is more than 
possibi'ity of widespread ha:- 
lublic health due to cigaret smok- 
one directly concerned with this 
can feel comfortable in the 


e@ The peoible relationsmip between cige 
aret snOkiINg and cancer of the lung was 
first brought to public attention by the ine 


It seems t 
o me that 
research program, usin 4 


& t 


subject full 
y and fr 
ps ankly, to i 
hn Bc sah and then, Seomcannaene " ‘ 
em in th ast 
ah the best possi 
ot honor Possible that py on "ra 
pices —— would pinpoint the st hd 
. oo = of the hazard; and na 
0 A ag eae might suggest ways a 
icles de oe As eliminated. Certainly 
etting ‘ts is the firs i 
direction of Solving the ror —— 


joint industry 
& the same type 


nTa 
per 30. 1953 


Joint Tobacco Group 
Tackles Cancer Fear 


ung cancer. It has.not been fina 


research program 
of scientific meth 
most recently published reports, is 
logical move for ciga! 
make Their first task 
subject fully and 
the exact facts, am 
to mect them in the best 
It is entirely possible that @ th 
vestigation would pinpoint the exact de- 
gree and extent of the 
same time might suggest ways in 
which it could be eliminated Certainly 
getting all the facts is the first step in the 
direction of solving the problem 


om" -between smoking 


vets are a cause, but ths 


seems to me that 3 joint industry 
using the same type 
ods employed in the 


threat toe public health suggested by re- @ UN , 

rent findings, are separated by 4 wide fr agencies and the media one case totals about $100,000 a year, are 

quit Very few would be harmed. even if whit hy their advertising must be a d tha ‘one wondering if they should continue to 
e@ moral responsibility to the well-known cigaret company, & yeading § publish it. They are said to feel that 


Anoth 
that the 


Vertise A. 


of what cigaret makers take the health threst of 


ts and take scientific research. Later_on, how- 
i 


the 
ret manufacturers to 
is to explore the 

frankly, to determine 
d then, having the facts, 
possible way 
rough in- 


hazard; and at 


suggest that the! ent, to say the least 


er 
interesting P 
Ncipal ciga nee! 


their products seriously enough to under- 


kind could be pointed to 8s evidence 
ry has not been unm 


Another interesting angle is the fact 
that the principal cigaret companies ad- 
vertise regularly in the leading medical ! 
blications which 


ers, although tt may be assumed that it 
does no harm in creating * favorable at- 
titude on the part of medical men wher. 
their professional opinions regarding cig- 
aret smoking ere asked 

It is said that medical publishers carry 
ing this advertising. which in at least 


with the growing volume of evidence 
which they themselves have published, 
suggesting cigarets as the culprit in @ 
substantial number of cases of lung can- 
cer, their position Is becoming inconsist- 


More W 


orry for Cigaret Men 


‘on 


. 


med by New Industry Committee 


for PR Campaign: 330 Newspapers Will Carry First Ad 
tobacco industry has made 


_ 30—Part of the omy (nae ety 
i i hat it’s going to do about the wave 0 
Waid rie fre ; ng and lung cancer: 


hich has linked cigaret smoki 
’ The Tobacco Industry Research Committee (TIRC) has been 
formed. Its initial members are seven tobacco companies an 


‘ation of growers and warehousemen. 
ae ogni “ ill & Knowlton, one of the largest 


i s named H ( 
public committee “nsultants, to undertake a program relating 
to research on cigarets and health. 

Today advertisements expressing the stand 
Industry Research Committee are being sent to 
newspapers. The ad, planned as a one-shot, W! 
space, through Fuller & Smith & Ross. 


ms up the committee’s | ' = 
ae gt ‘ne problem, and lowing companies and organiza 


j rd t p , : 
attitude towa stablishment of aj tions, listed in the ad with their 


Hill & Knowlton Na 
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...- but competition's 
breathing down your neck! 


It’s been so long since some of us faced it, that 
the return of free and aggressive competition is 


a strange, new experience. 


Having something to sell, and having it in stock 
to deliver, is almost a novelty to many indus- 


trial companies. 


Sales totals long governed by mass-production 
capacity must now be achieved by mass- 


selling ability. 


How is your mass-selling ability? Has it grown 
with your market? Is it prepared to cope with 
double the number of plants you had to call on 
ten years ago? Is it equal to the task of con- 
tacting three times as many buying influences in 


the larger plants? 


Today’s bigger and more complex mass-selling 
job calls for more contacts than you can ever 
hope to make personally—with industrial sales 
calls costing around $18.00 per contact. The 
answer lies in increasing the productivity of 


these expensive, personal sales calls. 


You can do it through mass-communication. 
That’s the job of your advertising—to get your 
product advantages across to the known, as well 
as the hidden, buying influences in thousands of 
plants, and to do it quickly and economically. 


It’s time to run faster if you want to keep ahead 
of competition. Your advertising agency can be 
a big help in showing you how to run faster— 
how to use mass-communication to reach more 
of the plants and buying influences you need 
to reach. 


™ PENTON fuse 


PENTON BUILDING e CLEVELAND 13, OHIO 
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It Seems that the ‘Bear’ Facts Can Be Beautiful 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


It must be that I am hopelessly out of 
step with advertising’s new school of 
scholars. I do my doggondest to compre- 
hend and appreciate the startling devia- 
tions from orthodoxy that grab at my 
attention in the adver- 
tising columns of our 
very nicest national 
magazines. But I find 
it such hard going that 
I’m beginning to won- 
der if it’s time for me 
to be put out to pas- 
ture. I’ll have to be 
dragged there, though, 
with something more 
punishing than a hack- 
amore. 

Consider, for instance, the Hanes Ho- 
siery advertisement, shown here. The 
bizarre illustration is beyond doubt an 
eye-catcher. The doctors of the bewitch- 
ing readership ratings will almost cer- 
tainly discover, in due time, that this 
unconventional bid for attention has done 
all right. But at what price?, I ask in my 
simple innocence. Three or four of my 
friends, men and women I have always 
respected for their fastidiousness, have 
commented that the ad is inelegant, if 
not actually a little on the vulgar side. We 
surely must agree that, whatever its 
virtues, there is nothing delicat about this 
“bottoms up” illustrative concept. 


James D. Woolf 


# I have an additional objection. This ad 
—at first glance, anyway—does not put 
over its point. The point is this: Hanes 
stockings are seamless. My first impres- 
sion was that the girl’s legs were bare. 
The news is that, the bare-legged look 
notwithstanding, the pretty creature is ac- 
tually wearing stockings! 

It seems to me that a display headline 


about like this is indicated: “Believe it or 
not, these lovely legs are clad in stock- 
ings!”’ So much for that. Whether or not a 
really nice girl would pose for a picture 
like this, outside of the inner circle of her 
family, is a question you’ll have to decide 
for yourself. 

Now note the two-color Spun-lo half 
page. The lady, admittedly, is almost 
nude, but I think the photograph is more 
delicat than the “bottoms up” candid 
shot. Be that as it may, I believe this ad 
puts over its point with more speed and 
clarity than we see in the Hanes adver- 
tisement. The big consumer benefit seems 
to be that Spun-lo panties offer the 
reader “the KNIT with the FIT where 
you SIT.” The creators of this advertise- 
ment lost no time in divulging the big 
news simply and clearly and graphically. 


s Now let’s consider the Maidenform bra. 
This advertisement violates almost every 
opinion I cherish on what’s good adver- 
tising and what isn’t. In the first place, 
it’s silly, but let’s pass over that as an 
opinion which in your book may be de- 
batable. You’ll certainly agree that the 
copy is almost totally non-informative. 
If you are a woman and are thinking of 
buying a bra for yourself, and should like 
to have a few “bear facts’ on what’s the 


Non-Foods to Stay in Supers 


best brand for you to buy, just get a load 
of the Maidenform “copy”: 
Guess whose figure is going around in 
Arctic circles! 
It’s mine and it’s marvelous— 
so sleek and smooth, so fabulously 
curved— 
who ever dreamed the bear facts could 
be so beautiful! 
Here on top of the world we know 
what makes the world go round... 
it’s Maidenform. 
Compare the Maidenform ad with the 
Catalina page, also shown here. She’s a 


The Eye and Ear Department... 


One for the Ironing Board 


The Madison Ave. set has talked a lot 
about the problem of network control of 
television programs without doing much 
to resolve it—and no wonder. It is a 
pretty complex problem. According to one 
agency spokesman, 57% of the nighttime 
telecasts are locked to a network. 

This means that neither the agency nor 
the advertiser can move these network- 
owned or controlled packages to take ad- 
vantage of a better time period or to en- 
gage in competitive bargaining for con- 
tributions in the form of below-the-line 
production costs if the show is a good one. 
There is also a tendency on the part of 
the networks to couple time and talent 
permanently, to the ultimate disadvantage 
of the client. 


a The arguments in favor of network 
control go like this: 

1. Networks frequently spend huge 
sums developing a show before they be- 
gin to realize a return on their invest- 
ment. It would seem logical under a cap- 
italistic economy that they are entitled to 
a return on that investment. 

2. Networks are forced to program to 
meet the contractual requirements made 
with their affiliates. Hence they must de- 
velop, discover and compete for new 
talent. 

3. The strength of a schedule on any 


given night is dependent on programming 
in sequence. It is to the advertisers’ bene- 
fit to have the network plan the night 
as a whole with top shows rather than 
permit sponsors to come in with piece- 
meal programming which might down- 
grade the entire evening’s lineup. 

4. The creation of programs requires a 
large staff of personnel. Only the net- 
works can afford this luxury. 

5. The rising cost of television makes 
alternate-week, co-sponsorship or parti- 
cipating buys necessary for more and 
more advertisers. This reduces the basic 
programming formula to the magazine- 
type editorial approach with the agency 
putting in the commercials much as ads 
are inserted in magazines. After all, the 
advertiser isn’t in the entertainment busi- 
ness. He merely requires large circulation 
for his commercial. It doesn’t matter par- 
ticularly what the vehicle is if it is in 
good taste and offers sales opportunity. 
Conversely, the networks are in the enter- 
tainment business and exist only because 
of the circulation they command. 


a Arguments against network domina- 
tion of programming include: 

1. Networks are no more qualified to 
exercise program judgment than the agen- 
cies. In the past networks have often 


Words Imperative, C.M. Insists 


Agency Service Must Be Sold 


Magnesium Plates Have Advantages 


proper looking miss and quite enchant- 
ing, I think, despite the fact she reveals 
little of her loveliness. But what strikes 
me as being most worthy of commenda- 
tion is that the copywriter eschewed 
silliness. His copy is sensible and factual: 
The young woman is clad in “a dress- 
maker swimsuit—with inner-boned bra 
and hip-tapering pleated skirt. The fabric 
is nylon Cabana by Cheney. Sizes, 34 to 
42, $19.95.” 

But maybe I’m out of tune with the 
times. 


miscued in programming and have been 
stubborn about keeping their mistakes in 
an effort to justify the original decision. 
Objective judgment from the outside 
would stop this practice. 

2. Networks are mainly in the business 
of selling time. The minute they leave 
this field they become buyers and sellers. 
Naturally they prefer the shows they 
develop in preference to outside packages. 
This puts them in a position to make a 
handsome profit from the combination of 
selling time and talent. 

3. Made reckless by their eagerness to 
outdo each other, the networks have been 
mainly responsible for bidding up the 
price of talent to sometimes ridiculous 
heights. 

4. Most shows are run by one man. It 
is just as easy for an agency, as a net- 
work, to hire a good man. The strength of 
this man—usually the producer—deter- 
mines the quality of the show. Too often 
networks assign staff men of lesser quali- 
ty to their shows to keep them busy. By 
the time they correct this error of judg- 
ment and put in a stronger man, the show 
has failed—sometimes permanently. 

5. The networks are fostering a mono- 
poly. Some people think they don’t be- 
long in the programming business any 
more than they do in the talent business. 


ws When you line the pros up against the 
cons in this debate, the networks appear 
to get the best of it. This battle eventually 
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may be fought out in the courts. But since 
only about 2% of the evening tv shows 
are agency produced, who, if not the net- 
works, is going to program the network 
time—particularly for participation shows 
like the “Show of Shows”? The increas- 
ing number of shared sponsorship shows 
is one of the strongest arguments on the 
networks’ side of the case. And it may 
well decide the issue. 

Yet many people think it is unhealthy 
for the networks to control programs 
singlehandedly. This practice can only 
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lead to higher costs. Perhaps the courts 
will decide that networks must divorce 
the departments which develop and sell 
programs. 

The more thoroughly this problem is 
studied, the more complex it becomes. 
There is no easy answer. Like that for 
every other advertising medium, the ulti- 
mate answer will be arrived at by evolu- 
tionary means. 

Right now it’s a safe bet that the net- 
works will assume more, not less, control 
over programs in the future. 


New Magnesium Printing Plates 
Have Advantages 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, Ill.) 


Production men are watching care- 
fully the developments being carried on 
by engravers and metallurgists in con- 
nection with magnesium as a metal for 
the making of engraving plates. In their 
group gatherings, engravers are exchang- 
ing information and experiences in the 
handling of this new material. 

To date the chief advantage to the 
buyer of plates has had to do with the 
use of magnesium metal for plates from 
which mats are to be rolled. Where 
quantities of duplicate mats are required, 
it has been found that magnesium holds 
up longer under the pressure and strain 
of mat-making. This improves the quality 
of mats on quantity production orders. 

The metal is also proving useful in the 
making of 11-point plates for patent base 
printing. Because the metal is lighter, 
there are advantages in engraving shop 
operation. 


s Magnesium plates are also being keen- 
ly watched from the standpoint of faster 
and more economical plate production. 
New chemical methods are being tested 
which, if successful, will use a unique 
etching solution in a specially-designed 
machine. 


It is said that with this process the 
plates are etched cleanly to printing 
depth in one-fifth to one-tenth the time 
required at present with zinc metals in 
producing line work or type. 

Dow Chemical Co., Midland, Mich., 
feels that development of this process 
may have far-reaching implications in 
connection with high speed photographic 
typesetting methods. This doubtless has 
reference to Intertype’s Fotosetter and 
the new machine by Linotype shortly to 
be placed on the market. Instead of pro- 
ducing type on slug-casting machines, 
photographic negatives of type would be 
used directly in conversion of film image 
to printing plate. 


= If done with speed and inexpensively, 
this development might revolutionize 
composition. Makeup would be by nega- 
tive instead of by compositor working 
with type and spacing material. A com- 
plete printing plate of each page would 
result, reducing makeready time and 
eliminating workups and other imper- 
fections sometimes associated with let- 
terpress work. 

The development would surely call for 
careful editing and proofreading in the 
early stages of composition. Late correc- 
tions and press changes would be costly 
in case of editorial change of mind—but 
no more so than is the case with offset 
platemaking. 


Ten Reasons Why Supers Are 
in the Non-Foods Business to Stay 


By M. M. Zimmerman, 

Editor, Super Market Merchandising 

Despite the fact that supermarkets 
turned in sales of $1.7 billion on non-food 
lines in 1953, and that the sales of these 
products account for between 11 and 12% 
of the total of supermarket sales, there 
are still a few skeptics who continue to 
voice doubt, from time to time, whether 
supers will remain in this business. 

We say that supers will not only stay 
with it, but that they have only just be- 
gun to capitalize on this trend and it is 
conceivable to us that supers may double 
and even triple their volume on health 
and beauty aids, housewares, soft goods, 
toys, magazines and books, appliances, 
stationery and greeting cards, and all of 
the other non-food products adaptable 
either to self-service or limited service. 
In,support of our contention, we would 
like to enumerate ten reasons, arguments 
or propositions, which we think can prove 
that the supermarkets are on solid ground 
when they add non-foods to the host of 
other products they sell. 

1. Supermarkets have already con- 
quered many of the obstacles which have 
stood in the way of efficient merchandis- 


ing of quite a few non-food departments, 
such as health and beauty aids, house- 
wares, magazines and books. As a result, 
manufacturers of non-food lines swarm 
into the buying offices of supermarkets 
vying for shelf space. They recognize the 
accomplishments the supers have made 
and are overjoyed at the fact that over 
17,000 supermarkets have, almost over- 
night, become additional mass outlets for 
them. 

They appreciate the mass exposure they 
get for their products on self-service dis- 
play, where practically all America shops 
two or three times a week. These manu- 
facturers are doing their utmost to en- 
courage supermarkets to consolidate and 
enlarge the merchandising gains they’ve 
already made. That is why, within the 
space of three years, the average super- 
market has expanded its line of health 
and beauty aids from between 50 and 100 
items to 100 to 200 items. 


= 2. As a corollary, the American con- 
sumer likes to buy non-foods in super- 
markets and as time goes on, she be- 
comes habituated to shopping for these 
needs on her regular trips for foods. She 
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The Creative Man’‘s Corner... 


“Coconut Cream.” 


closer to language to tell us that. 


got to use copy. 


was used. 


Close to Perfect 


Our first reaction to this Jell-O advertisement was one of despair. After all, 
we are a purveyor of words, not pictures, and this masterpiece of photographic 
presentation, in color, seemed at first glance to prove beyond argument that 
the ancient Chinese were right: One picture is worth ten thousand words. 

Certainly no amount of copy, no matter how well written, could convey so 
forcibly the appeal to appetite of Jell-O puddings and pie fillings. Then it 
suddenly occurred to us that, unless the caption and/or the packages had 
been included, no one would have been aware that these luscious desserts 
were Jell-O in origin. Our despair vanished completely when we put on our 
glasses to see what the little imperfections might be under the top photographs 
and above the bottom ones. They were words! One said “Vanilla.” Another 
said “Lemon.” The others said, in turn, “Chocolate,” ‘Butterscotch’ and 


No words had to be employed to say, 
crackers.” Or “Walnuts.” As for the latter two, however, we can’t be quite 
sure if they’re NBC Grahams or Diamond walnuts. We’d need something 


If the ad weren’t so excellently done, we don’t think it would convey its 
lesson quite so vividly; that a superb color photograph of a food product can 
stimulate the appetite to beat hell; but, if you’re going to sell a product, you’ve 


To prove this by the opposite, if the conception and the execution weren’t 
so close to perfect, considerably more copy would have been needed than  {¢ 


We like the ad because, like any good ad, with lots of copy or with little, it 
stirs the mind to thought and leaves it not quite the same as it found it. 


“Strawberries.” Or “Graham 


saves time when she buys a good part of 
her needs on the one route rather than 
to return to a car and travel to another 
outlet and pick up a few extras. As a 
consequence, supermarkets have found 
that they can find a buyer for practically 
anything they display. It is now simply a 
matter for the supermarket to find the 
desirable items and the space in order to 
make the sale. This doesn’t necessarily 
mean that the supermarket will become 
the one-stop shopping center, but it does 
mean that it will become a big-buy center, 
where operators will get a greater dollar 
return per customer. 

3. Supermarkets obtain a signal econ- 
omic advantage from selling non-food 
lines. Because they get a more tolerable 
profit from non-foods, they can afford to 
sell foods more cheaply. The average op- 
erator doesn’t worry himself so much 
about the fact that net profits percentage 
is declining, but pushes toward greater 
volume, which is gained from non-foods 
as well as food sales. In the end, he pock- 
ets more dollars every year. In fact, some 
operators envisage the day when they will 
give food away at cost just to draw traf- 
fic, and make all their profits from non- 
foods. 

The study of the history of supermar- 
kets will show that this drive to slash 
distribution costs has pushed the super- 
markets into the vanguard of competitive 
retailers. Originally, the supermarket was 
a grocery department with concession 
branches in meats, dairy, and produce, 
but the operator took over all the depart- 
ments for greater control and to offset 
dwindling margins on groceries with 
higher margins on perishables. Adding 
non-food lines continues this process of 
making not only groceries, but meats, 


produce, and all other foods cheaper for 
the customer. 

4. Mass merchandise of all kinds, pack- 
aged and unpackaged, has overflowed so- 
called customary outlets and appears 
wherever selling is done. Ladies’ hosiery, 
for example, can be bought from a de- 
partment store, drug store, variety store, 
specialty store, food store, cigar store, or 
vending machine. There are literally 
thousands and thousands of mass-pro- 
duced goods which can be sold anywhere. 
Supermarkets are only one of the many 
outlets which are taking these 
aboard. 


lines 


5. The smaller supermarket companies 
find themselves, perforce, pushing ahead 
with non-food lines, because they gain 
tactical advantages over the big chains. 
By being the first to move into new lines 
continuously, they are enabled to compete 
better with the large chains. Non-foods 
allow them not only to pro-rate their 
margins against these additional depart- 
ments and thus bring their food prices 
down, in line with big chain prices, but 
these new departments add to their power 
to attract greater traffic. 

6. The grueling competition in the food 
business has reduced the life span of the 
average supermarket; new locations and 
remodelings are constantly undertaken 
in order to keep up volume. It has been 
estimated that the sales-productive life 
after ten years begins to decline unless 
some drastic changes are made. This puts 
a premium on speed in investment recov- 
ery. Because they bring in additional dol- 
lars and #-rofits, non-foods make it pos- 
sible to write off the investment even 
faster. 


7. Hundreds of multi-store groups 
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within the supermarket industry have 
been expanding rapidly and yet, because 
they have remained primarily grocery 
operations, have not been able to attract 
and hold sufficient people of executive 
caliber, which they still need seriously. 
Non-food departments offer new fields to 
conquer and improve chances for the su- 
permarkets to recruit alert, imaginative 
young men and women. 

8. Operators have discovered that they 
gain greater efficiency with additional 
departments. These provide a greater util- 
ization of labor, for example. Checkout 
girls ring up a greater volume per stand; 
stock clerks handle more tonnage per 
person; managerial and administrative 
personnel do not necessarily draw more 
salary for their services. 

9. Supermarket operators have long 
been aware of the fact that other types of 
retail outlets like to set up shop next to 
their markets in order to exploit the traf- 
fic which the supermarkets draw in the 
first place. Why should this patronage be 


Employe Communications... 


permitted to go out of the supermarket in 
order to swell the volume of other outlets 
when the supermarkets, themselves, can 
probably do a better job with many non- 
food lines, particularly those readily 
adaptable to self-service? After all, the 
supermarket has a decided advantage ov- 
er other retail outlets, since it boasts the 
lowest overhead and operating cost. In 
addition, mass display and heavy traffic 
give the supers greater sales on any single 
product per lineal foot of space than can 
be gained in any other type of outlet. 

10. Since non-foods make it possible to 
sell food more cheaply, the supermarket 
has a better chance to get more of the 
consumer food dollar. At present, the 
supermarket industry accounts for only 
about 43% of the nation’s food business. 
In order to obtain a greater share of this 
food expenditure, it will have to attract 
more shoppers, through better values. 
Non-food departments, therefore, are in- 
strumental in helping turn the tide in 
favor of the supermarket. 


Public Relations Bags at the Knees 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting service in em- 
ploye relations.) 

A little more than a year ago, a new 
administration took over in Washington. 
It was carried into office on a wave of 
public discontent with things as they had 
been. Virtually everyone in the field of 
public and employe re- 
lations was involved— 
or at least took credit 
for the result—in the 
campaign to get out the 
vote. 

If ever a successful 
sale lacked an intelli- 
gent follow-through, 
this is the one. After 
peddling the need for 
change to a public al- 
ready disposed to buy, the master minds 
of communication have holed up. To con- 
sider for a moment the principal written 
medium of employe communication—the 
employe magazine: The editorial depart- 
ments of many employe papers have once 
again become masterpieces of abstraction, 
toying with trivia. 

One nationally-known employe journal, 
one that shouted in its editorial columns 
for a solid year prior to the election, fell 
mute as soon as the victory was won. Its 
editorial columns have said nothing of 
value or consequence since. 


R. T. Stevens 


® The hecklers outnumber the helpers. 
To criticize government has become a 
living room and a work-bench habit. But 
the employes of industry need to know— 
and the employers of industry need to tell 
them—that in most departments of gov- 
ernment today are intelligent and dedi- 


cated business men, trying to bring order. 


out of a decade and more of chaos. The 


G. D. Crain Jr. Says... 


people clamored for such specifics as an 
end to the shooting in Korea, a reduction 
in taxes and the elimination of waste in 
the costs of defense. Within a year, all 
three of these have either been accom- 
plished or are well on their way. 

A few weeks ago, before the Quarter- 
master Assn. of Chicago, Secretary of the 
Army Robert T. Stevens described the 
planning and the accomplishments within 
the Department of Defense. The record is 
plain, understandable and heartening. The 
listener came away dazzled that so much 
has been done so well, and in so little 
time. 

To the suggestion that the public rela- 
tions and other communication people of 
industry speak up on administrative ac- 
complishment, the cry will be raised: 
“Our industrial communications cannot 
engage in ‘political’ discussion—we cannot 
give space to ‘political’ matters.” The an- 
swer is: Rubbish! Industrial communica- 
tions devices were giving plenty of space 
to “political matters’ up to November, 
1952. Management loaned its brains and 
its personnel to “political” activity. Man- 
agement openly supported the “political” 
tumult for an end to high taxes and mal- 
administration in Washington. The “get- 
out-the-vote” campaigns, while described 
glibly as “non-political,” were as political 
as a Tammany Hall ward boss, and any- 
one naive enough to believe otherwise has 
no place in the field of communication. 


s The Washington scene is full of speci- 
mens of practical accomplishment and 
sound, realistic thinking, if the articulate 
advocates of change in November, 1952 
will rise from their chairs and seek them 
out. Otherwise industry may end up with 
its head in its hands in November, 1954 
and—in November, 1956—with its heart 
in its mouth. 


Agency Service Must Be Sold 


A member of the top echelon of a lead- 
ing advertising agency looked up from his 
after-dinner coffee to observe, “I don’t 
see how any agency can get along without 
a new-business department.” 

The point of his comment probably had 
to do with the fact that his firm had just 
lost a big account, representing several 
million dollars of annual billings. Yet the 
agency expects to go ahead this year with- 


Ga at 


out letting good people go, and may even 
be able to show a gain for 1954 in spite 
of the defection of one of its most prized 
clients. 

“We are bound to lose business over 
the years,” this agency leader continued. 
“Products become obsolete, mergers take 
place, competitive situations between 
brands develop, personality clashes arise 
—these are only a few of the reasons why 


ee eee Same Coe ae 
ah TA), a eee 


we know that we are not going to hold 
all of the accounts we are now servicing. 


a “The reason we have been able to make 
progress over the years, in spite of an es- 
tablished rate of mortality among our 
accounts, is that we have a well-organized 
new-business department, headed by a 
man who knows how to present our story. 
It functions successfully. 

“This is a highly competitive business, 
and agencies are always being challenged 
to maintain a satisfactory degree of pro- 
ductivity for the advertising they turn 
out for clients. We expect to gain new ac- 
counts this year to take the place of those 
we lose, and we know that our new busi- 
ness department will perform success- 
fully, just like the sales departments of 
our clients.” 

This frank statement of an aggressive 
attitude toward the sale of agency serv- 
ice was especially interesting to me, in 
view of the fact that many capable agen- 
cies appear to believe that they can make 
substantial progress without planned ef- 
fort in the direction of obtaining new 
business. They hope and expect that their 
present clients will increase their expen- 
ditures, that they will have an opportu- 
nity to handle new products as they are 
introduced by these accounts, and that 
they will be invited to discuss agency 
service with advertisers who have de- 
cided, for one reason or another, to make 
a change. 


ws This attitude probably explains why so 
few major advertising agencies use the 
medicine they prescribe so successfully 
for their clients. Only a handful of the 
larger agencies, including many which 
are national in the sense that they have 
offices in many of the leading cities of 
the country, use advertising as a means of 
business promotion. They feel, like the 
doctors and the lawyers, that their pro- 
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fessional excellence will in itself create 
reputation and acceptance which will as- 
sure consideration by the kind of adver- 
tising accounts they hope to add. 

The agency with which the executive 
quoted at the beginning of this article has 


- long been connected is one of those which 


supports its new-business department 
with advertising. Just as its clients back 
up their sales operations with advertising 
addressed to the markets in which they 
operate, this agency gives its own sales 
promotion men the benefit of advertising 
which reaches advertisers and builds a 
knowledge of its policies and its successes 
in many fields. 

Another agency head, whose business 
has grown rapidly in recent years, com- 
plained to me some time ago that his 
company was not called in often enough 
when leading advertisers were looking for 
new connections in the agency field. He 
felt, with much justification, that his 
agency has something special to offer in 
terms of creative and merchandising tal- 
ent, and he wondered why more adver- 
tisers didn’t get in touch with him. 


ws The obvious answer was an advertis- 
ing program. The agency embarked on 
such a campaign shortly after the con- 
versation referred to, and it is now con- 
vinced that advertising can play just as 
important a role in its own business de- 
velopment as it has played in the success 
of the clients it serves. That seems like an 
axiomatic statement, and yet it is one 
which has not been accepted by many 
other agency heads. 

The big problem of selling agency serv- 
ice with advertising and new-business 
sales efforts is almost always the same. 
Agencies admit that they never know 
just what to say in their copy. But this is 
a creative problem which can be solved 
with the same techniques applied to any 
other sales and merchandising situation. 


Song for the Sanitary 


Through all of history’s pages 
Since the neolithic ages, 
A mouth was just a hole to fill with food. 
Our bicuspids and incisors 
Were but helpful pulverizers 
Used for masticating morsels, raw or stewed. 


Suave announcers now inform us 
Our mistake has been enormous, 

We have flirted with disaster for our race. 
Since, alas, it seems as though a 
Horde of germs and protozoa 

Found our mouths to be an ideal breeding place. 


All these enzymes and baccillis 
And assorted other dillies 
Of the microcosmic types we cannot see, 
Ate our dentine and enamel, 
Gave us breath just like a camel 
And condemned us all to toothless misery. 


But the bright trained seals of science 
State the products of their clients 
Will enable us to chase these pests away. 
If we polish up our choppers 
And—thrice daily—rinse our hoppers 
With the toothpaste or the mouthwash they purvey. 


Each, as sworn by its proponent, 
Has a magical component 

Brought to light by years of laboratory toil. 
(Though this wondrous secret attar, 
Stripped of scientific patter, 

We suspect is just the old banana oil!) 


But, aside from cynic glances, 

We must take no further chances 
With the microscopic varmints they deplore. 

Let us gargle, scrub and polish 

(And our sense of taste demolish) 
Taking comfort in the thought our kiss is pure. 


—GarTH BENTLEY, The Seng Co., Chicago. 
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On the Merchandising Front... 


Is Personal Selling Dead? Or, Who, 
Indeed, Killed Cock Robin? 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising, Grey Advertising Agency, 

New York.) 

In my Cybernetic series in ADVERTISING 
AcE I declared that the broad trend in 
selling was toward the impersonal. I 
remarked: 

“in some industries, personal selling 
has been in a decline...Take cigarets... 
Or take food...New concepts of personal 
selling must emerge...the day of the 
individually spoken word as the basic 
sales creating factor in mass marketing 
is destined to wane in many lines—al- 
though I hasten to add, by no means in 
all lines. Its place is to be taken by new 
techniques of personal selling...” 

As I penned those lines, I thought to 
myself: “Phil Salisbury, editor of Sales 
Management, will fan a slow burn when 
he reads that.” 

Sure enough, in the Nov. 10 issue of 
Sales Management he thundered a strong 
defense for personal selling. Its substance: 
There will always be a salesman. 

I don’t dispute that. Neither do I dis- 
pute Sales Management’s privilege of 
hoisting its hackles when anything is 
said that seems to challenge the role of 
personal selling. But I do question a 
caption for a column rebutting my ob- 
servations when that caption reads: 
“Personal Selling Dead?” I never raised 
that spectre. 

And I do take issue with the statement: 
“It’s probably only natural that an ad- 
vertising agency man should wish to 
spread the gospel that advertising has 
taken the place of personal selling.” 


w Inthe first place, competent advertising 
agency men don’t take that position. In 
the second place, I never said that; 
neither did I imply it. 


And I do mean “buying”; there can be, 
and there is, precious little selling. (What 
is true of our huge retail organizations is 
equally true of our giant wholesale com- 
bines. ) 

I do not contend that in the buying of- 
fices of these large retailers and whole- 
salers there is no opportunity whatsoever 
for either personality to play its part, or 
for the whole personal selling equation. 
But what I do contend is that in this 
atmosphere there is less, considerably 
less, opportunity for personal selling as 
personal selling is traditionally defined. 
I also contend that salesmen are not being 
trained or equipped to sell against these 
handicaps. 

As a matter of fact, it isn’t at all unu- 
sual for a buyer in these large organiza- 
tions to “see’’ as many as 10 to 20 sales- 
men per hour. How much of what could 
possibly be typed as “personal selling” 
can be done under such time and physical 
limitations? 

Indeed, the so-called selling function 
is more and more being reduced to a 
“fill-out-the-form” program which still 
further mechanizes the selling procedure. 
Moreover, it really “takes the play” away 
from the salesman. 


a For example, in one of our large chains 
of food supers, it has been found advisable 
to insist that salesmen calling at the buy- 
ing office and representing a new item 
fill out a “New Item Interview Form.” 
(This applies not merely to new products, 
but to any item or line that this chain 
has not previously bought.) I reproduce 
that form here. 


i | JROEE 3, 
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the increasingly impersonal circumstances 
under which the lion’s share of the vol- 
ume done by a manufacturer is bought 
by the trade. 

2. We must also get an accurate pic- 
ture of what selling in some lines may 
really involve. If it involves spending 85% 
of every call checking stock, etc., and 
only 15% talking to the buyer, then let’s 
continue to call it selling (if that will 
please Sales Management), but let’s 
train, equip and program the sales force 
for the job they must do. As matters now 
stand, too many men are being trained for 
a type of selling they will too seldom have 
an opportunity to do. I suspect that right 
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here is one of the great wastes in selling 
today. 


a 3. Let’s study mechanical and elec- 
tronic devices to determine how they may 
fit in with this trend toward impersonal 
selling. The object here need not be to 
replace salesmen, but to supplement 
their activities. 

4. And finally, if I may refer to adver- 
tising without being labeled a fanatic, 
let’s see how all of the forces that are 
part of a complete advertising program 
may be marshalled to compensate for 
the personal selling that is being given 
less and less room for maneuver. 


Looking at the Retail Ads 


there's no fire... 


7 but there is a new NAME at 


. - » > > Que LEYCICE cost, FRADB 018 SUNT. Came Dt 
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sonal salesmen shows a decline.” I have a sale, but The Methodist Publishing House ather, telephone your shop- 


you 
(The Methodist Book Store) is changing PMS at home. Either way we'll be giad 
the name of its retail book stove. From 


notion that, in ratio to our nation’s total | sre: remctioe 


volume, the number of personal salesmen 
has shown a steady decline for many 
years. It would be too bad if it hadn't. 

In any event, it is my position that a 
variety of changing factors in the market 
place are conspiring to compel changes in 
personal selling techniques. That is quite 
different from arguing that personal sell- 
ing will disappear. 

So that I won’t be charged with “nat- 
ural” bias, I’ll omit all references to the 
pre-sold brand in the following summa- 
tion of what these factors are: 

Some 100 great retail organizations 
control from one-third to one-half of our 
nation’s total retail on their major mer- 
chandise categories. Some 400 great retail 
organizations account for from 50 to 75% 
of total retail on their major merchandise 
categories. 

In selling these great retail organiza- 
tions the personal selling factor is a minor 
influence. Anyone who has witnessed the 
way “selling” is conducted in the buying 
offices of our large department store buy- 
ing groups, of our large variety chains, 
our large drug chains, our large food 
chains, etc., surely must be convinced 
that little room exists for the personal 
selling element as a persuasive selling 
factor. 


ws Little buying cubbyholes, occupied by 
professional and very often highly-paid 
buyers, crowded waiting rooms, assembly 
line techniques, stop-watch time allot- 
ments, push-buttons and blinker signals, 
mechanical procedures—these typify the 
circumstances under which a _ growing 
share of total retail buying is being done. 
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Note how the salesman is compelled to 
boil down his “sales story.’”’ Note how he 
must “give away his hand” before he ever 
sees the buyer. And note, if you will, 
how mechanical this entire procedure be- 
comes. (Incidentally, it is both amazing 
and discouraging to learn the high per- 
centage of so-called salesmen who cannot 
supply some of this basic information!) 

Clearly, a sound recording on tape, 
played back in the buyer’s cubbyhole or 
sample room, would be at least as effec- 
tive as many “personal sales presenta- 
tions” made under these circumstances. 
Indeed, it might be more informative. 

I have neither the space nor the inclina- 
tion to labor the point. But please note 
that the situation I describe has nothing 
to do with an advertising man’s “natural” 
or unnatural bias! 

Now what I contend is that when we 
talk about “personal selling” we picture 
a setup that all too seldom exists today. 
I insist that we must recognize that buying 
has become quite impersonal; that buying 
will become still more impersonal; and 
that selling must follow suit. 

That may, or may not, mean still fewer 
salesmen. But until we comprehend that 
the first phases of this change have al- 
ready occurred, and that the cycle is now 
in full swing, we will fail to understand 
that we must move swiftly and smartly 
in these directions: 

1. We must get an accurate picture of 


now on it will be known as Cokesbury 
Book Store. It is still the same fine store, 
the same address, and the same complete 
services with a new name. 

Cokesbury brings you books for every- 
one—new fiction, religion, biography, 
homemaking, Bibles and Te:taments, dic- 
tionaries, and children's books from the 
youngest picture book to teen-age fiction. 
Besides the best in books of all kinds, 


BOOK STORE 


85 McAllister Street @ Phone: UNderhill 1-8464 


By Clyde Bedell 

(Mr. Bedell is a consultant in cre- 

ative advertising and advertising 

training.) 

Sometimes I think there is a sort of 
mysterious conspiracy among advertis- 
ing people, and maybe advertising media, 
to prevent occasional or modest adver-. 
tisers from getting their money’s worth 
in advertising. 

Here is a religious book store’s ad. 

The space was bought to announce 
that the store was changing its name 
from The Methodist Book Store, to 
Cokesbury Book Store. It has been my 
observation that book stores by and 
large don’t have much money to spend 
in newspapers. 

Someone who takes their money, you 
would think, would try to give them 
intelligent counsel on how to use media. 


a There’s quite a story to be told here. 
But you’d never guess what it was about 
from the picture or the headline. The 
secret is kept for the fine type to re- 
veal. 

This is one of the pattest examples I 
have seen in a long time of the frequent 
strange phenomenon of an advertiser 


paying a copywriter to communicate a 
story to the public while at the same 
time he pays an artist and maybe a 
headline writer to obscure the story if 
possible. 

As long as newspapers are powerful 
and rich and breaking linage records 
year after year, many of them will have 
no concern over the money wasted in 
their media by advertisers. Then when 
times get a little tougher and they find 
they need higher rates for less linage, 
their old policies may come into ques- 
tion. 

I would prefer to be helping my cus- 
tomers when times were good and linage 
plentiful. 


a And now in closing this little item, I 
must say there is a possibility that I 
will be told sternly by someone in San 
Francisco that this was the advertiser’s 
determined and dearest concept of an ad 
to announce a change of address, and 
all the king’s horses couldn’t get the 
idea changed. Possibility, yes. But I’ll 
take odds that the explanation of this 
fur-bearing museum example is some- 
thing else. 
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CBS Will Spend 
$3,000,000 on New 
Chicago TV Studios 


CuicaGo, Jan. 19—CBS-TV an- 
nounced yesterday that it is spend- | 
ing some $3,000,000 to equip its| 
year-old tv outlet here—WBBM- | 
TV—with what it calls the second | 
largest enclosed tv studio in the) 
world. (The largest, it says, is | 
Hollywood’s TV City, also CBS-| 
owned.) 

Initial expenditure of $1,500,-) 
000 has already been made for 
buying the Chicago Arena, now) 
being used mainly for ice skat- | 
ing. The remainder will be spent 
for renovation—installing over 
75,000 sq. ft. of studios in the arena 
part and converting the rest to of-| 
fice space. 

According to H. Leslie Atlass, 
v.p. in charge of CBS’ central di- 
vision, programs will begin orig- 
inating from the new site by the 
end of the year. WBBM-TVW’s pres- 
ent scattered operating facilities 
will then be discontinued, he said. 

Mr. Atlass also announced plans 
for Chicago network originations 
from the new studio, with the idea 
of “relieving pressure on New 
York.” As an example he men- 
tioned a possible three-hour com-_ 
petitor for NBC’s morning opera-| 
tion, “Today.” Two hours of this) 
would originate in New York, one | 
in Chicago, he said. 


Appoints Humbert & Jones 


St. Pierre Chain Corp., Wor- 
cester, Mass., manufacturer of 
pipe wrenches and cutters, automo- 


marine chains, 


agricultural chain products, has} 


appointed Humbert & Jones, New! ~ 


York, to handle its advertising. | 
Plans include trade publications | 
and direct mail. 


Triplett to Burton Browne 
Burton Browne Advertising, 


handle advertising and publicity, 
for Triplett Electrical Instrument) 
Co., Bluffton, O., manufacturer of | 
test equipment. Western Adver- 


~ tising Agency, Chicago, formerly 


handled the account. 


Maggio Names Geoffrey Wade 


Joe Maggio Inc., California 
grower and shipper of carrots, has 
appointed Geoffrey Wade Adver-| 
tising, Hollywood, to direct its ad- | 
vertising. 


FOR GREATER SALES POWER 
AT THE POINT OF SALE 


USE MAJOR SPORTS BOOKLETS 
BASEBALL * BOXING * FOOTBALL 
PLAY SAFE 


Get Original Exclusive Productions 
Custom Designed for You 
Direct From 


SPORTS ADVERTISING HEADQUARTERS 


Produced by a Permanent Year-Round Staff 
of the Country's Foremost Sports Experts 


The Original Gets Results 
and Costs Less than Imitations 


Wire or Write for Samples and Prices 


JOHN McCALLUM, MANAGER 
Sports Division | 
THE PEARSON ADVERTISING AGENCY, INC. 
250 Park Avenue 
New York 17, N. Y. 
MU 8-3055 


Originators of Sports Advertising Booklets 
and the Famous Heffelfinger Football Facts 


| ( 4 


tive tire chains, commercial and |* 
load binders andi, 


Middleton to Phoenix Agency McDougall Joins Buchanan 


Brooks Middleton, formerly cre-| Charles H. McDougall, who for-. 
ative director of Glenn- Jordan-_ ‘merly headed his own advertising | 
Stoetzel, Chicago, has joined Ad- consultant firm, has joined the San 
vertising Counselors of Arizona, Francisco staff of Buchanan & Co. 
Phoenix, as creative department as chairman of the plans board and | 
director. |account executive. 


| 
Alvord Named Ad, PRHead _ Will Inc. Names Burns A.E. | 


Eric P. Alvord, formerly adver- Paul J. Burns, formerly art and 
tising manager of Morris Plan of production manager of Gregory & 
‘California, has joined North| House Advertising Co., Cleveland, | 
American Securities Co., San'ihas joined Will Inc., Cleveland | 
Francisco, as advertising and pub- agency, where he will handle the, 
|licity manager. American Crayon account. 


TV FILMS of all KINDS 
FILMACK STUDIOS 


LET US CREATE A 
STORYBOARD FOR YOU! 


& 


@ 100th City in the United States in Population 
@ 31st City in the United States in Per Capita Income 
@ 15th in Nation in Total Postal Savings 


@ 2nd Largest Machine Tool Center in the World 


REMARKABLE ROCKFORD... 


Yes, Rockford, Illinois will make a remarkable market for your 
product. With 422 diversified industries making everything from 
machine tools to dog food, the economy of the city does not de- 
pend on any one type of business. Center of a rich agricultural 
area, Rockford also reflects this phase of the national economy, 
completing its effectiveness as a test city. The Rockford Morning 
Star and Rockford Register-Republic give superior coverage in 
Rockford and surrounding area. Progressive editorial and pub- 
lishing policies have made these papers an important part of their 
community. 100 towns receiving home delivery have at least 30% 


coverage. Let us send you full information... write today. 


131,123 ABC CITY ZONE 


441,222 ABC RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, 


THE MID-WEST 


KUIPERS & MAHONEY, INC. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


HELP WANTED 


size and frequency, apply on display. 


| POSITIONS WANTED 


CIRCULATION MANAGER 
Publisher of two leading national business 
papers seeks aggressive subscription sales 
manager well versed in direct mail pro- 
motion. Located in Midwest. 

Box 6122, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS PLACEMENT 

209 S. State Ha 7-191 Chicago 


DIRECT MAIL SALES PROMOTION 
National Company - Consumer Line 
For dealers-consumers-jobbers, etc. Must 
have ample experience and education. 
Good salary, opportunity, and job security. 
APPLIANCE RUBBER COMPANY 
Hot Springs, Arkansas 
BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 
DECAL-SCREEN PROCESS PRINTING 
SIDE LINE SALESMEN 
Straight but good commission. 
MACHA STUDIO 4009 Ogden, Chi. 23. Ill. 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


ADVERTISING 
COPYWRITER 


Progressive Eastern Pennsylvania 
steel producer wants young college 
graduate with 3 or more years of ex- 
perience in industrial advertising. No 
cubby-hole copy job, this calls for 
both writing and supervision which 
will contribute heavily to an aggres- 
sive marketing program for diversi- 
fied product lines. Requires working 
knowledge of all forms of sales pro- 
motion. State full particulars includ- 
ing salary required. Send replies to 

Box 6137, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


SALESMAN - ADVERTISING 
$12,000 to 15,000 yr., to sell ads for large 
N. Y. firm. Call on retail stores. Travel. 
Comm, $52-86-104 each sale. Paid daily. 
Write giving sales exp. Mr. VanThein, 
45 W. 45th St., N.Y.C.36. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


WANTED - Man fully experienced in 
writing both news copy and advertising 
copy. We want a seasoned writer who has 
worked both as a reporter and as an ad 
copywriter, with clippings available show- 
ing actual work done. Unlimited oppor- 
tunity for a man who has the ability 
and ambition to develop the public rela- 
tions department in well-established mid- 
west advertising agency. This is a once- 
in-a-lifetime opportunity for the right 
man. Write in full detail, giving personal 
background, experience, present earnings. 
positions held, etc. Completely confiden- 
tial. 

Box 6090, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


| TRADE PAPER SALES 
Advertising sales representative for lead- 
ing consumer magazine publisher desires 
connection with publisher of trade maga- 
zines preferable covering mid-west terri- 
|tory where he has developed excellent 
|/eontacts with agencies and advertisers in 
‘every major classification. Formerly Re- 
isarch Mgr. and later Automotive Adver- 
\tising Mgr. of leading Cleveland newspa- 
|per with 15 years’ service in addition to 7 
|years with present magazine publisher. 
Box 6124, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


Adv. man (40) agy acc. servicing exp 
wants office space with trade paper in 
exchange for assisting contacting or other 
service. Box 6123 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


ATTENTION - ADVERTISERS 
AGENCIES, PUBLISHERS 
Large agency training, sales promotion and 
editorial large publishers, advertising 
service, small agency - advertising and 
publicity. Copy, layout, selling, marketing 
and production, backed by more than 20 
years’ experience. One-man agency seek- 
ing last move. Relocate. Please write for 
resume. 

Box 6135, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ASSISTANT 
CONTACT MAN 
Young man with 4 years in layout, 2 
years in contact, planning, etc., with 
small agency desires now to find lower 
rung on the BIG ladder. 
Box 6131, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y 


YOUR KIND OF COPY WRITER 
I'm more than a word merchant. I’m an 
idea man...and can prove it. I'll dig deep 
for the facts, and give you a campaign 
that will not only keep clients off your 
back but will sell their products and serv- 
ices, as well. Now employed. 

Box 6130, ADVERTISING AGE 

801 Second Ave. New York 17, N. Y. 


ART DIRECTOR 
TOP NOTCH CREATIVE ABILITY 
20 years of experience handling diversi- 
fied industrial and consumer accts. Pres- 
ently employed, with same firm 6 years. 
Age 39. Must make change because of 
daughters’ health. Will submit samples. 
West coast only. Los Angeles, preferred. 


Box 6121, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Ad man (employed) seeks trade paper 
representation full/part time. 18 yrs 
selling, copy, pub. Good opp more im- 
portant sal/com. Box 6134, ADVERTISING 
AGE, 801 Second Ave., New York 17, N. Y. 


VERSATILE EXP. COPYWRITER, 26, 
with some layout background wants to 
grow with progressive agency. Exp. in 
talking to clients and keeping them hap- 
py. More than 5 yrs practical adv. exp. 
Will move anywhere. Salary commensu- 
rate with responsibility. Available im- 
mediately. 


Box 6128, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Chicago layout artist desires position 

in smaller town ad agency. Experienced 

on industrial and consumer accounts. 
Box 6126, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FARM SPECIALIST 
COPYWRITER NEEDED 


For someone with a back- 
ground of Ag College educa- 
tion, and writing experience 
on feed, fertilizer, implements, 
and related farm products and 
services, a leading 4-A agency 
has an attractive opening in 
Chicago. 


If interested, send your pedi- 
gree, including salary require- 
ments to 


Box 762, ADVERTISING AGE 
200 E. Illinois Street 
Chicago 11, Ii. 


AVAILABLE: 


AN INDIAN, NOT A CHIEF! 
VALUABLE brave for your agency 
plans-merchandising or service dept.; 
company marketing or advertising 
dept.—or excellent “Man Friday” to 
a management or agency executive. 
FORTE: Clear-thinking analysis, 
recommendations and _ follow-thru 
on sales, advertising and merchan- 
dising problems. Forceful expository 
writer. Can see the forest, yet eval- 
uate the trees — with a profit-con- 
scious approach. Now concluding 
four ears account service with 
powerful marketing-minded agency 
who'll recommend me highly. 

EXPERIENCE on agricultural lines, 
beer, building materials, chemicals, 
home appliances, liquor, paint. Fair 
knowledge of art, production. Work 


well with people—and under pres- 
sure. 
BACKGROUND includes’ degree, 


heavy writing, direct selling, three 
years in radio. Age 28, single, free 
to travel or relocate from St. Louis. 
Available NOW. Résumé and photo 
on request. 

Box 759, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


his background consists of 8 


and promotion programs that 
sales plans. 


His salary r 
tunity exists. 


New York 17, N. Y. 


ADVERTISING-SALES PRODUCER 


An unusual, hard-to-find young man is available to you now. 
He’s a seasoned advertising man who has the important PLUS 
of successful experience as a sales manager. At the age of 35 


promotion experience with multi-million dollar, consumer 
product advertisers and 5 years of copy-contact in advertising 
agencies. He is a creative thinker who can develop advertising 


Knows copy, art, point-of-sale, production; a 

capable, likeable administrator; good health, appearance and 

personality. He is now employed, but is seeking broader oppor- 

tunity as an advertising or sales promotion manager for a live- 

wire company, or as an account executive in a good agency. 

uirements are quite modest if a growth oppor- 
hy not meet him and talk things over? 


Write or Wire Box 757, ADVERTISING AGE, 801 Second Ave., 


years of advertising and sales 


coordinate with (not confuse) 


POSITIONS WANTED | 


RADIO-TV WRITER: Prolific, productive, | 
persuasive. ..colorful, compelling, crea-| 
tive. . imaginative, intelligent, ingenious 
+..expert, experienced. ..expensive. 
Box 6093, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. | 


Admaker with outstanding creative abil- 

ity seeks challenge. 8 yrs. agency, Ad} 

Mgr. exp. Knows radio, TV, b&w. 
Box 6136, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


GROUNDFLOOR TO PENTHOUSE... 
trained in local and net TV_ operations | 
...qQualified by experience to handle any | 
job in the house. Have recently assembled 
one operation. Want a change in climate 
and deal in TV dept. with agency of stat- 
ure. 

Box 6129, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING MANAGER small daily 
wants creative position in promotion or 
production or comb. Commercial print. 
and editorial background. Managed week- 
ly, knowledge agency, publ. Degree, fam- 
ily, age 30. Locate New England area. 
Box 6127, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


TOP ADVERTISING DESIGNER, experi- 
enced in all media and styles, but con- 
sidered outstanding in contemporary 
treatments, ready to go to work for man- 
ufacturer who needs sparkling, sales- 
powerful advertising. Pharmaceutical 
background, presently with leading South- 
west agency. Handle both layout and 
finish, with bold, fresh techniques. $8,500 
not turned down if you are on the way 
up. Write for complete resume and sam- 
ples. Box 6106, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


WANTED: Space Reps-all sections of 
United States and foreign countries - to 
handle world trade magazine directed to 
American business. Excellent potential. 
Box 6132, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


WE MAKE THE CALLS—AND THE 
SALES An experienced, hard-hitting space 
representative team (2) who know there 
is no substitute for frequent, personal 
calls, are in a position to do a thorough 
selling job in the East for a publication 
having a good potential. 

Box 6125, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 
LEASE A NEW LEASE 
LIFE 


For health reasons we must part with 
these two businesses. For tax reasons 
we'd just as soon lease as sell. Ask your 
tax attorney which is best for you. Agen- 
cy is small volume, low overhead, profit- 
able. Lettershop is dominant, unusually 
well-equipped. Owner has taken, and will 
take this year, between $12,000 and $20,000 
from businesses. Mid-US small city. You 
must be able to scuffle, pay an initial 
$10,000, and be a good credit risk. This is 
a straight deal. I bought this myself 6 
years ago, netted more and lived better 
than I did in New York. This offer will 
get action—write today! 

Box 6133, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIl. 
Yes, prestige! Businessmen, professionals 
have used our office address since 1932 for 
a few $$ mo. Mail forwarded. Consolid. 
Business Serv., 542 5th Ave., New York 36. 


TIRED OF COMMUTING? Small daily 
newspaper for sale. Beautiful section. 
Profitable. Long established. Bargain. 
Terms. Box 6111, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


MISCELLANEOUS 


CANADA’S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO - DAY 
or Tobe’s - Niagara on the Lake, Canada 


Chicago Agency 
Seeks Merger 


Young, aggressive Chicago agency 
open to merger discussion with 
similar agency or individual. 

Write Box 758, ADVERTISING 
—_, = E. Illinois St., Chicago 


COMPETENT YOUNG RESEARCH MAN 


Opportunity in rapidly expanding, progres- 
sive Chicago agency for young man with 
good educational background in market- 
ing and statistics and some experience in 
market analysis and consumer research. 
Reply in detail, giving background and 
salary requirements. All correspondence 
will be held in strictest confidence. Our 
organization knows of this ad. Write 
Box 760, Advertising Age, 200 E. Illinois 


St., Chicago 11, Illinois. 


“Our 43rd Year” 
LAYOUT ARTISTS 


Three needed in different Midwestern 
cities. Heavy layout, precise paste-up and 
keyline experience required. $6,500-$8,500 
NEWSPAPER PUBLISHER. City exp., 
editorial & civic activities, unusual finan. 


oppty $7,800 +. 
COPY CUBS. Midwest, Adv. Deg. $3,600 


GLADER CORPORATION 


Stanley D. Koch, Dir. Ady. Div. 
110 S. Dearborn CE 6-5353 Chicago 


EXECUTIVE SPACE 
SALESMAN WANTS 
TO CHANGE 


Offers excellent background of 20 
years experience as salesman and 
advertising manager in news- 
paper, consumer and trade maga- 
zine fields. Knows marketing, sales 
promotion and preparation of sales 
data and sales presentations. De- 
sires New York location and re- 
quires five figure income. 


Box 761, Advertising Age 


801 Second Ave., New York 17, N. Y. 


JOSEPH D. JOHNSON has been promoted 
to director of sales, services and advertis- 
ing for Western Union Telegraph Co., New 
York. Previously, he had directed the com- 
pany’s Detroit operations. He has been with 
the company since 1927 and succeeds A. 
K. Mitchell, who is retiring after 42 years 
of service. 


Form St. Louis PR Agency 

Martha Olson, Richard L. Gar- 
esche and Anthony J. Reiner have 
formed Olson, Garesche & Reiner, 
St. Louis public relations consult- 
ant, with offices in the Railway 
Exchange Bldg. Miss Olson for- 
merly was associated with the 
public relations firm of Fleish- 
man, Hillard & Associates. Mr. 
Garesche has handled advertising 
and public relations for the Gran- 
ite City Steel Co., and Mr. Reiner 
formerly was production mana- 
ger, office manager and treasurer 
of Fleishman, Hillard & Associ- 
ates. 


Prudential Slates Campaign 

The western home office of 
Prudential Insurance Co. of Amer- 
ica will run 12 twice-monthly in- 
sertions in newspapers in 11 west- 
ern states. Starting this month 
and running through June, the 
campaign is designed to identify 
the local Prudential agent with 
his community. Calkins & Holden, 
Carlock, McClinton & Smith, Los 
Angeles, is the agency. 


Three Join Tracy-Locke 
Tracy-Locke Co., Dallas, has 
added three copywriters to its Dal- 
las staff, including James R. Ma- 
berry, formerly program director 
of KSEY, Seymour, Tex.; Paul H. 
Mullins Jr., previously with Kim- 
ball Advertising Agency, Fort 
Worth, and Kenneth Sewell, for- 
merly associate editor of South- 
western Advertising & Marketing 
and Southwestern Purchaser. 


‘Stewart New KCTY Head 


Donald A. Stewart, national 
manager of new market develop- 
ment for the television receiver 
sales division in the East Pater- 
son, N. J., plant of Allen B. Du- 
Mont Laboratories, has been ap- 
pointed general manager of KCTY, 
Kansas City. The station was re- 
cently purchased by DuMont (AA, 


| Jan. 11). 


Pace Appoints Altman 


S.I. (Cy) Altman, formerly with 
Kermin-Thall Advertising, has 
joined Pace Advertising, New 
York, as copy chief. 


ADVERTISING PERSONNEL 


Employer-Emplovee 
Investigate 
our active confidential service. 
Betty Cle 


y m 
EMPLOYMENT COUNSEL, INC. 


Suite 1009 
7 W. Madison + Financial 6-2100 + Chicago 2, Ill. 


PACKAGE DESIGNER will assume 
responsibility of presenting your 
products to their best advantage to 
the buying public. Well trained eye 
on demands of modern, self service 
merchandising. Proven ability to 
create, design, supervise complete 
project. 


Box 756, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Ill. 


PROPER REPRESENTATION 


H 
DIFFERENCE 
ark 


INQUIRIES © 
INVITED | 
FOR 
MIDWEST 
COVERAGE 


| 
| *Indicates first listing in this column. 


Coming 
Conventions 


*Jan. 27-29. American Management 
| Assn., annual marketing conference, Hotel 
| Roosevelt, New York. 
| Jan. 28-30. Assn. of Railroad Advertis- 
ling Managers, Jung Hotel, New Orleans. 
| Feb. 2. Associated Business Publica- 
tions, annual Midwest conference, Edge- 
|water Beach Hotel, Chicago.‘ 

Feb. 5-7. Eastern Conference of Wom- 
en’s Advertising Clubs, sponsored by the 
| Advertising Women of New York, Savoy 
Plaza, New York. 

Feb. 12-13. Northwest Daily Press Assn., 
annual meeting, St. Paul Hotel, St. Paul, 
Minn. 

Feb. 15-16. Inland Daily Press Assn., 
midwinter meeting, Drake Hotel, Chicago. 

Feb 18-20. Southwestern Assn. of Ad- 
vertising Agencies, Houston. 

Feb. 19-20. Inter-State Advertising Man- 
agers Assn. and Pennsylvania Newspaper 
Publishers’ Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

Feb. 24. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 10-12. American Assn. of In- 
dustrial Editors, 17th annual convention, 
Hotel Roanoke, Roanoke, Va. 

March 17-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 30-April 1. Point of Purchase 
Advertising Institute, annual meeting, 
Hotel Statler, New York. 

April 4-6. American Public Relations 
Assn., 10th anniversary convention, Shel- 
ton Hotel, New York. 

April 5-8. American Management Assn., 
annual packaging exposition, Atlantic 
City. 

April 12-18, National Advertising Agen- 
cy Network, management conference, Bo- 
ca Raton, Fla. 

April 20-22. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 22-24. American Assn. of Ad- 
vertising Agencies, annual meeting, the 
Greenbrier, White Sulphur Springs, W. Va. 

April 28. Brand Names Day, annual 
convention, Brand Names Foundation, 
Waldorf-Astoria, New York. 

May 9-12. National Newspaper Promo- 


tion Assn., annual convention, Andrew 
Jackson Hotel, Nashville, Tenn. 
*May 19. Export Advertising Assn., 


sixth annual convention, Plaza Hotel, New 
York. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives con- 
vention and sales equipment fair, Con- 
rad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

*June 14-17. American Marketing Assn., 
annual conference, Ambassador Hotel, At- 


lantic City. 
June 14-17. National Industrial Adver- 
tisers Assn., 32nd annual convention, 


Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 
ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Boston. 

June 27-30. Advertising Assn. of the 
West, 5lst annual convention, Salt Lake 
City. 

Sept. 26-29. Pacific Coast Council, Amer- 
ican Assn. of Advertising Agencies, Hotel 
Del Coronado, Coronado, Cal. 

*Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Boston. 


Sudler Names Plagens 


Sudler Co., Los Angeles, has ap- 
pointed George H. Plagens copy 
director. Mr. Plagens returns to 
the agency after two years with 
Color Mail, Cleveland. The agency 
has been named to handle adver- 
tising for Cliff May Homes; Towl- 
saver Inc., controlled towel serv- 
ice, and Miniature Masterpieces, 
manufacturer of hobby kits, all of 
Los Angeles. Local and national 
media will be used for Cliff May 
Homes; Towlsaver will use direct 
mail and trade publications, and 
trade and hobby magazines are 
scheduled for Miniature Master- 
pieces. 


KBID-TV Offers Sponsor Plan 


_ KBID-TV, Fresno, Cal., is offer- 
ing a charter sponsor plan for lo- 
cal and national advertisers. The 
plan offers a rate of 15% less than 
time costs on its rate card to ad- 
vertisers signing contracts before 
it begins operation in February. 
|The rate for a Class A hour is 
$225. 
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Requirements j Ke 


‘ESE 


It takes a touch of magic . . . and the showmanship of 
know-how . . . to open 21,000 special doors twelve times 
a year. Not just any door, but the ones that give you 
welcome entry into the 21,000 offices of the $3 billion 
production, promotion and merchandising market. These 
are the key-buyers whose doors are opened for you by 
Advertising Requirements every month. AR gives these 
busy people the unique “how-to-do-it” and “where-to- 
buy-it” service that they can secure in no other 
publication. 


For an example of how to open doorways to new 
business, we asked Robert Garrott, advertising manager 
of Rapid Copy Service, Inc., Chicago, about results from 
his AR ads. In reply he let his salesmen speak — the 
men whose first problem is getting inside the door: 


1. “Followed up a lead from AR and landed a new 
house organ account.” 

2. “Delivered one of our booklets requested through 
AR and am quoting on a three-color booklet .. . 
also direct mail operation. Should be an excellent 
account.” 

3. “Found a lead from AR... now getting additional 
orders.” 


Mr. Garrott’s own letter continues: 


“Through AR we have gained an astonishing number 
of new accounts in territories we have always considered 
too highly competitive to warrant advertising for mail 
orders. For all our services we have been able to reach 
and sell production people not easily located through 
ordinary mailing lists. As a result of our experience 
with AR we are revamping our advertising program to 
give clients as much production information as possible. 
Like so many others in the graphic arts, we did not 
realize the extent of interest in production matters, 
and how the persistent dissemination of it can be turned 
into sales. AR has opened doorways to new business 
opportunities.” 


Reaction like this leaves no doubt that AR produces 
the kind of results advertisers require — because it 
gives the reader what he wants and needs. 


This is the “Open Sesame!” to be found only in the 
pages of AR — the secret that opeys the doors to your 
message before an audience of 21,000 primary buyers 
and planners in advertising’s enormous production-pro- 
motion-merchandising market. AR is the open doorway 
to your share of the billions of dollars spent by those 
who specify and buy advertising services, supplies, 
materials and equipment across the nation. 


Your most effective approach to an increased share of sales in_ this 
tremendous market is through AR, because—AR gets Advertising Results! 


Try it! 


a Advertising Requirements 


Published by the publishers of Advertising Age and Industrial Marketing e 200 East Illinois St., Chicago 11 


‘ : : OG an, ae es ee Fees Hi os, Sade Sebi) Te aeons wt 7 bie eae eM OTM Gaaitieeh a ek.) Ae Sie Foe SS ook ieee OO ea “ha ae foe Bree Yh = Saha 
Ms eS Patent, kee «kato oi ay ee ee * 2 ¢ *3 Peete gat, tn eee i aie hee ee v. ane sie a story a Nahar ee Leu eieee pa Siac TN ai ee ' teat Senate emp te ton oe ee Nia eee r " HONE TAS: Par Mae oe fh weeny Sai pe Fees ea Pak heer: or ea NEN 
sa Sos Pee oe : ay Be hee days : ee eae ieee See one: a “ Bo i Spot Tes Arey oe pes a 2 ee aes is Pile. oo Na I gt OT ea grat ia ake nay aa eta ag Ga MEM et iene Me ot ge) PA ee gh teceae Saks Mie 
eo da Aine arate ar aca gio es ne ey etl eee SUSE pee ee eet pe Cala be. fe areshaeaga Me coir ot ea ‘ “TERE SI = A Rie iar ee Bet eae Oe) eee ma a Pac A CRIN ferowe basins oe dn te We mentee tae ASS RTA ie Pe en ace 
rotate Sp oie wae lia it iain rr SRM et? Mec Urer ok Coon, Oy Pe fa os a eal he i a Rees tee eles rs i ass : iS. Se tr 1 Care ee, Sok.) CNL ied Some ee De Be a Be ine are teen hs a oe, a i SE ago eee. fu pee ry oie eet, tke Saeed te atte Malena aRe SRS RAS amine coe MRS cham ee al Ft jee 
i a Fatt Be ce RG RO OR Ge ee ike i oe 
eS 2 ee aa Te. dee eee a Sg oe gee SS Peale Saige ol, ds ears eee ee gee ee. Oe ioe See oe hk ee a, cid ah ah ae Men | nO" 4 he MRM oo So eel el SR Die Pea eae ce pene es ae : sy rt 2 a ATS Sat TS SII a ae Re RAT TENGE, Vogel a ag UR ee Se 
. Von: - dS |. ae wird ae SS aT. aa ie a . gs ee pres An J ee ee fe! ae if a Be ee Rete. ge ee ee Bec nairyie oa Se Mayle aes e ; Pepe : Bred COM ai Ts ten 
£55) oe ‘ i eae i et SS ean ; ; Reet poeta ee 
; P ° En ee oe 
se ONE ye 
‘: ce gee fey ea a aad 
i fe PE 
“ples } AEP e tea eR a Rae 
rap = , eos 
aie 
j ie Se : ; 
“ i) = <t SS ‘ 
} Y ; af 
{ . ss 
i aS 
: . BS Se AG ES A eT 4 : saci : ; 
“ 7 , 
i ee einai ; ; eg ore ; Pe ae F : 
Sake ote ea : as -?* ¥ . Se a de Sian aay 7 : ea teow? daa bar Piget eRe Se 
; ; ee Rif Se os < ; 7 enue: 1 ?— es tera Cae : ) 
r eS 38 re ao x A Coe ae Lae A alone phenledas te? a) Sane Pas <— * 
; SS Forte oa Fy ae Sa) Oa ue aaa) Tea. ee ee 1 eee > s 
: \ is Goo i oe 5 ee oe 4 oe i eee ae gh 
<i he Zz neck eg yee +S gill Sarg bene ages Looe ots epee Dee ae co-s ass rine beater 7 ; : 
ee a ; OEE DOE oe se Gr ep eae < ae Taree ely is A 
wan 1 : ch SR eee ah etal Lg ee en Ban Aree Bh es a CER ee, Moe ee ; : _ 
re, es ries WOO SECRET COE) Cea Oke Memo os per tne * ine eee Ornace ; = 
eh me a 0 OT ote a eae hs Fe | fetid eee | 
cae : fs ais ERS eS eae ee ee the. ee GROTH A Te et 
ae es we ee ei ee ke coe od Aiea are Sa 
oes “ me te ae pe Sy a eee: 7 errr sh bis ; aie . 
. ‘ oa ; . seas t= ey _ + 7 
BS 7 is 7 - 
ih 7 © ‘ 
fee ee : : - & = € ; 7 “es 
PS Es ; < 
ES ; 7 moh ¢ : 6 28 
3 oa dete e - 2 mS ie a a a. ate 7 es 
ae ; . 7 a ee ee gt i a ey. ae, - en ann og eS ['s <] 7 
eo a cee 2 ee ig: thas sigs ay a Saree i Ren cE pete Pee a eres Bly ren ee aN eee Ea tre eam, aE eee ae! | age | 
ia 5 % OP" ants ose a air Bees We Tis oar Aa : : AES : ahh eat Soa kal Ug Sea SR ‘he, a Cn gee Pha aM ee marae, cp AS RD cog A a 
oe aS sig ge RANE Cn SINR SRM = Peg Ne. A eee : agg ie 22 VE Rano a OE the sR PERN os ACER Ue") PER lie een stati oe fet 448 
ees 2 i eet ee a: sy ee Ea § le s pe x eats a “ig 4 Pa x q ele : if te st 2 sale eae a are ee ae ae z fo a) ; 
“ae eS AE eg aN aC NE rear a 90 ee Wee a op tae as Seed Opal a ane oS ame taeda 
tie Fes ee = sites ae nkilen me a * Shean ean ¢ Nia ¢ 4 Oh eee Oo Oo 2s s eee poh mutase eas Bafa saat i 
ie ne RS Fy aba oie Wry boca 1 te e "1 raw Ss leg aer ~ Ries 5 Ae Aten 1 Te Got 
eee Fs ae ees saan oe Ne eC oan emery 5 % : ae > v > ¥ * {ies lly lia ee Pa ae ete) aes 
eee sh rain bet hale AR a ico Ge Orn 7 a Hemant eel” \ ats caer tess 2 f Heer oe Cite s = hc SS a, A Sie pt See if 
os 2 ee ie ca oe oer ee Bere oe > 4 Pas ieee e s . r Eee Salt She ey ae eee xt ‘ 
cans Re ing GE? is OS ter ae pa # ee iA F Ee cE? le , rot ay oe 9 Wrenner Se NS “iy a 
on 7 2 ’ 2 - — ee 7: i perry: i“ ti ‘ eee a an % 5 ee he i a oe Hy AS ROG MEE ps Sia i ik es a aa Tae Ueeges ee 
¥ aS 4 _ fy Sia a oeanes regs RENT py ts ee ‘ oe acinar. ee Pepsi Ais pach i lead ASIA Sees ae Aa ene Pere et ee i ae 
i ° oa TEC ore en De ae ee ate eae oe anaes : rm ey SE ype RR gg ea EN RT ‘eters hae . es a: Pig" eae ee tO et iy SN are ‘tara as ie i ee Pe 
mee & : Wis Tas nia cola gee peat = ees hex. eee Ue oa ey eee Satin SW tte ak a Foes gS USP iia (i ob Spay eee Od = 1) pu oe a) Ghee ye = 
vst PS eg ae pagiee ee a eet pane pene & ee ke <i Sea Paes tae Sed sae Be mi Pia aia at Coe se 3 eat ae . a err ae ee an okey ie ayers BE io Slee oF i. a 
tae ‘ . ee ere eee uae hay igeg 8 tae eal ater aS WRI gg eho Sali oa ees cc aera Miah Fc, = : Be, Code in SAN Ee a Ee Me sss2ic, ey eS, Ce <p OI A a ae 
- ; , ee : tia Pe het Mr i ty Pas < ATEN Seki Ae ea tenia fo aS NE IE Bic Se en 3h ” ROR ee age Te es, ae ai =a ea es A = ae Pe as ge 
aia, oe ge a ee cA ed Wee Pu eae fa. aes OS el oc) re name oe ae aa E35 ily Amat: er eR eu: ht ieee eS SA gre ees deh, iegbes cae ae eye fn age ei enene Pere 2 at a nati ARs Pg 
= eae Dili Bonen actin Verein ge ee wi me ME oe Care Sa os gee ees ee ees ee Z Ree ere Me te tg hee eee Rae fier wae er tal i eee pale 
iS e ee al etuig y tanity os til yh ceed ge aS oe 2 SER coer” SARS Rae ie Pi gag BS Bp soe ea patie at aya hy ‘ Parag ce ber eS Ea aM SE aie A aR gira. 5, eae ekg ae eran. Sai ah ern : Bs. 2?! oo eee artes fe 
4 : ea Ute Sete sig. Cae Saat tae Pir eee deni Dees ee eee se - : ee es er eee pn he Bic ON RRR Bs ES ee a RY Te a ee ee 
eee te eon ss eerie: Te Ok As ae cals! ges ae a toes eee» oma apa i Meee po en ee. fe amr Meme Teepe coy cote whe eee see Spree ak tn (tae ge 
ee . feiss. Mi eee py eee ie ae Re ae lh ene Oo ga ee apeee 8S ec 
he Mee: pestis a EY Vit Be emia ie rer ee a sah An Re a See, NER ate ee RT Ger ee 
‘s ye Fig. Ree ea RS PN A ; rs : = aio Shae CNA SI | Se ae Spake ee eB ONE ted SAR medio cee BRS = 
se es ne Os SERRE anaes ment Oy aaa lel TT — na eer c.f prey, ce SS Bs Pa eh Rea 
ae 8 : pai. +. nen. ae ee ee ee ee re | ae ee 
Ss = ‘ . MMI ola poset Se ed oe ee ; TN I =. ae NS ie ge, ster tee Eee + ca: 
a : o 1S SEE RE Vea RMN are ff = wet SUN So —=S> a J . il Senha | Bees Cee pws sc is: 
ais © a ‘ See erate tS Sateen Pal ne ide ee | a yee. ~ oat se as en Te cena ai 2 ee, 
ae 4 ae cS ope _ ne, aes = — ri ; i ie .—————  ———— | | 4 oh dee nt NS! cai rans "sane ahi a oes = — sve i? dso os 7 “, ephcey ¢ 
. ae : 2 Se t ‘ . os “ey — ese g ye s Pare seh dis - ea oe. Sine ee, CMe ere eae +o ed 3 . a oP eee 
pea x Mt age ' Se > oa gb +) cos ella Tite. athe ihe: Pb | fy, 9. a TAR. ~ So MR ape Gea ea ST ee os ea eas ; Ra ae ce 
Bee = Pee tg ea aie ae nat ET EL Tas —_ {7 PAN SENS HATE? UR renee sis Aebaia gieo ee a og. emanate 
ease Se vane lie aig ae ea wan ‘ Taye: pt salt a, weg al Kino BALA Gd ESE eee ps Jaca tga leo Ai. ak gi ts yy Sa ip a ol 
oe oe ap anon oe St ogi Oi ee ae oes 4s Saath A ate Maret © Pe + RUE crag a Pena et mare OOO. Me aa ; 
Bens = Sea? ee Ce ee Kemet rane. SY OE) Mee pusmecesrd = \'/ SIMON WE es yo RULE | 7 beet 8 fr : cae 
cS : A ee eee os - _jdE SS ‘f 4 "aOR \|/ , ng Nee a ra TT > Na 
Be * Ai Syd ca eA ee + It POE; 5 | ty’ Z} 4,3 — | / 0,84, OOS am! ke “7 . = fel’? pay P | i 
ae : ; : = 8 we AD Tas 8! - & yt oe! ; EET Pray , eo : , 
iil e . ee 7 PARAS Coe = eatiee DSR teh ot ALOE PL ey Ne . 
; a sie Le 4 Me Wades. wv Soe a Mase Te: eters Role he? ty Se or PO) ei eae a ae 
NS S a See Ey ree deat fe bee OY. 9 (40 — _ii— . Jd gite® oe, ; £ +f) NS HS AT TSS, elation. “2 pes Leger 
* ' a eile De ae Ok ig) ‘ ie Su SS TO Ne ; tue +e | me ian 
ee: by Ngee Mana eae Wega 6 oo. x dik She bi ad Pr — —T ‘ %,: dy ye ta Fe Sole ie, = — ag oe s : 
i ~ ee yeni ete ae Po, ARS ¥ -.* Pat ——<_—___——__ , eee Pb tel } be ’ Se sent j ‘~ ; ss sae ed Dee. ee ae ee 
fa ; ba ea) ar * f ay A Ra Pry ¢ 2 : rod bi Me — ——— . he ry Ee eck uf pat, N PR ’\ Se ae Me A cae k 
ae ia eb AS ah ea A gt rs Rais OCT ae ae ° a> CRI SS yd ; 4 : Sto CEN : Soe 
= g hee . : er ALR, Bi partes: Oh Oe LORS ES ee BS ' ys » ag, NR Ces a ae 
ach ae ngage oi Se ty ff cy, Bi: bath Cie 7 ee . RUN if 4) NA wh "y \ [Se oF, i, Sela a is 
eee RMR My Lik at RANT Bea mek ALAS 1) hei Gaoutn bie 3 3) ., ” 
: Bs ote ga ad S¢ ; ti 3 Ly yh; ; ————— Fae ae oa ON i” as , + : « 
5 iia AE AS y ike Thee Nie [ ———— ie sal Ved +: my 3 2 ey, ee ere ee litte 
é 73 ae Ree Ate " bale ‘ Ae i oe + a 3 "ek ef re) a Dy i,’ y= So ae ; Sei aan Wetec 
A Re 6) SBOE VME i i Be yy oR ESS : = ee 
<9 i aS toe ay ES h wer Bs Oe cana es . he v, * » Rohe fs AS \ Pe) ao > ae a me : Scie? 4 
es Bees ie Wee A Monk SSS as ( : ar } ‘ SED SRA MRT OR Died cate : 
- ya t, oe - Wee, WE Ott £7547) rg VAR ae ee = han om Pete Ante Oe ee 
‘ ls Be fi: 4s (ay oN 2 406 Fos a) fy : A { “> Min ately , Mr} {ts +m G ¥' ae ‘ > : sot <% 
* Sesh oe Le. eth Ae iE VRAGEN itis tay, : ~~ adwertising man EIEN SE visingé: 9) & og a ay 
ca 0 “ae | a 7 ” “eS” OF Ay hy ar i Pe a ° “Ws ne heist Me ih a? Se : ax ¥ j cis 
a pe ce ig ae Me Frith, sh U9 ¥ 5k bet Tatts. gC: pe a aye Ys “ty aS , PRs Sone ane 
a ae * a : q i» 4 ; 4 + ’ ve p ‘*- ay Oo | ‘ _* ? : ’ ‘ ‘ ae aes dabei nomi trys, Psst 
: So | ee By Pgydkeareauetee kee. aA oie Sepcat aah Soi..) =. 
Wi ee oy a) AEN ¢ 8 7 AN he : ; are tg ee "fag 4 vf Cty Arr Ae ; meer ee es 
on? ae f/f ARES 4 ie Se BP are SEBS Se ay 2 G Sy et ie, Wee — : BES a eo ae 
eS ee . Ul eeag (Fe Hs ou fh A ote pe tury res ss EL!) Sok Oe or oy : \ aad STR Scie See bre 
a, = : Peale ae we pes NP AAS Re en oe Fad ? ‘ : Fock Meath | “Mh gtd ont Mk Be Nt) y bh é BY 2, , : set ee a ee 
ae Pe = fh ar ED ae Bey AEs ern 7: peace ~_ ah Hite ACS OE bat 0) ee pa: ore 
zens tosh d 4 P 7 Arad, oy ye ee oe : y ’ Toe 6 teen are j 4 i is wa %, vj) ‘ee Cy, Sy * © ; rs tee yi Wea an: nate aed ee 
: : ! ‘ Son ere os Th tor , voor +? “ 9 OB 8 sees es Roe ets & v : ey 5 i ea 3 A 
Ee = my | A om t i. Ree “ 3 WANE SEs otf Y remem ome | . we y SN Sieh val ey Cie Hib Fey ‘ a aa ° aa i 
; ; rf i . P ‘ ‘ as fo Bho . , a Ney, 4 Ones oe a 
Bio S ARP ahret A? WEEE, ee A a Pe oo Me ‘ es SP ek PO teh eal 7 SECT aT A ey: ot A ye che ee 
eh nee ‘a fe Oe pee aN: My 2 eT Y « oes cet fi { Be Og a ru Re ee NE NS ARE G, o at Fe ‘Se a 
* ie ‘ eg Sah ae ot PR aS si Pi Seas y) -. , . Te Dae tr CU erry Ware TP aoe (Sa 2 eae 
Se eh Wy Ks .4 P ee be) ~* .@ ™ at Ae meee ib : en . woe Step OS 8 ula “Sey So he. quate J! a Unik parame et 5 ie 
ae oe TANS ae Ae oo is conchae NO e/a Mane _ Seek Te OR tae ee tds OM ad che ie aa ae Mir 
i ae : “ay Bogert §i v2 4 He Fen i 7? nes Senin H Nr We — is e StS (ey Ww Ne Hos aye +, Tey ~\ i io a : oe aie an Le 
7 es ees Jee ONS FP pe ¢ ,* ‘ ! ‘Be , eqrerens a _ este to Rae . al Pe LL Q Pi pitas Far eee Fi a ae 
ee Be } Me) Ser eS Fa ’ ’ ° y Stow & Stove Onegin a ?* 3, ‘ . * . . 1 ¢,’. AEC tris Wee eter “4 
vee ee 3 * Kits sich a, *? pr f - Leen Pe gee %, t ee a Bie , ‘ ; ‘ » eae at <3 eg Be ee 
ate ‘ ae FREE ieee ca ‘ Tommaste « ne Let Production a a ot 1" 2 oe vig Me, Meee ees pa 
re - Be ba fe sy ‘ey " -<- ve é . eee OTE 
ec iS oe ee 4, ¥ ra Experts Help Plan ei a iad Guetta Oca ehe 
ae ie aS */ . Fer SPAN es aes 
- oe oo . f oe Your Advertising . Te er 
as pee a AevET em set . 
a Re is = Pe a Garage rat oa 
© Se : Stee ie ah race 
* pete .: 6 4 ‘ 
me : ; 1 EE hes Ce ae 
p ee : ee. ee 
age be ss paaiegense “aap 
yes =a : nee 9)" 1a eS Fy 
LS ae = ee? ake 5 ered, 
ios eae ‘ eS aes ral Ceerrae, 
athe & os oe Aste ge So gtd ane 
. eck #3 : ee Same sree 
3 oe . ca ¥. SPE gE LES ote eae eRe 
ee ee 4 és pT UA eh RS ea a Aye a 
(remo ei coe ‘ SA pa a eas ee 4 ees 
ee: “ge ee onan Hina sok 
: fe oy a - 
me 5% * é a : foe a 
; ‘ot ae ee \ : as 
Gee Sa id ae 
: eee ag os Meas, Cr ree 
‘ ee ee Sp eee tae ene 
ie an q or q ey ae es 
* page 8 Ses : 
tes 
on tp . Pe 
, ae ee | ees : : 
is e is Lea ey sae oe at 
Roe ie » es ber ee See 
ae *: 2 ES He eee * i am 
i ee Wakeaiee fone th Ozu ita 
t Rs Ge 3 x ies rN oP SRS aaa 
1m Se Pie Se | % Cy AN nr epi mesg a 
ea ae 2, © 4 Pata: Wtcag ene elo 
eer ae ¥ * Spe ohh sa 
mop AE ae 5 RG ‘ os ee au a a oe 
esis he Pa 2 ees gee eter aes 
ue aie te ste 5 an es ie, a a 2 
ae. mG Hee hs, So Hee an eae Ge 
: ; ps ee Bi Eh 
he ss Bes - “ ; eis ae 
ag S rae é rh, g 
3 i, 2 | | 7 
ae ise : i) a 
ee ss oH 
ies es if ; 
; ge a 
; Be fee : 
he Ps a eee a 
tee BS: a Dp Wee. Sea 
TG bee 2 ie Piao 
He ee Fe . “ i ae A a : 
. : =. 
. } hee ‘ 
se : Pe ay 
‘ ’ ‘ ¥ urs r ; 3 a 4 4 . : ae e . : : 


74 


Sylwin to Malone, Moore Scott Names Stewart A. M. 
Whirl-Win antenna division of Elmer P. Scott Co., New York, 
Sylwin Co. has appointed Malone, has appointed Bruce E. Stewart 
Moore Associates, New York, to advertising manager. He was for- 
handle advertising and sales pro- merly with O’Brien & Dorrance. 
motion of Whirl-Win indoor tv Scott Co. plans an extensive edu- 
antennas. The campaign will be cational, advertising and promo- 
launched in New York newspa- tion campaign to acquaint con- 
pers. /sumers with its vinyl draperies 


/and other home decorative prod- 
KSTM-TV Moves Studios ucts. 

é Studios of KSTM-TV, St. Louis, 2 

. will be moved into a new $250,000, Y&R Appoints Thornton 

- building at 5915 Berthod Ave.) ; : 3 
Sales and executives offices also named a media buyer in the Chi- 
will be moved into the building. cago office of Young & Rubicam. 


MERICAN | 


BuilDER 


in the APRIL 1954 


AMERICAN BUILDER 


CATALOG DIRECTORY 
Final Closing Date Feb.25 


ABOUT YOUR 


Send for 16-page brochure 
for the complete story 


AMERICAN BUILDER 7) tuunensrwwvow? 


Leonard F. Thornton has been| 


YOUTH APPEAL—Warner-Hudnut Inc. has 
put out its bubble bath in new packages 
designed to capture the fancy of young 
shoppers. The packets are foil printed 
with white, pink and blue, and were pro- 
duced by Milprint Inc., Milwaukee. 


Ruppert Promotes Two 


Jacob Ruppert Brewery, New 
York, has promoted John Walter 
from assistant to the v.p. and di- 
rector of sales to marketing man- 
ager. Philip C. Friese, assistant 
general sales manager, becomes 
general sales manager in charge of 


ail direct sales. 


CIGARETTES | 


NAME 
\ THE SPOT. | 


ee 


SELLING MEDIUM 


American decals stay “on the job” for years delivering your 
day and night. 


FREE! Write today for Free full color brochure and samples. 


© : — 
fo. Af Tasty - 1TE_Snenrt 


AAMERICAN fiDECALS 


are your most permanent 
attractive and economical 


The Free space on dealers’ windows, truck panels and dispensers 
offer unexcelled potential advertising value. Eye-catching American 
decals effectively and permanently utilize this space to promote your 
brand and product, or service to thousands of shoppers each day. 
They tie in your other advertising efforts at the point of sale and help 
assure continued dealer cooperation. Field tested for durability, 


message 


A\merican fDecalcomania fo. 
4. Fith Ave. Dept A. Chiage 24: Mtg ples Chicoge « Cleveland : Hew Yow « Winder Ort Cor 


Offices in all principal cities 
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December Sales of Chain Stores 


December ° Gain 12 Months ©, Gain 
1953 1952 or Loss 1953 1952. or Loss 
Food Chains 
tGrand Union .. $ 20,082,755 $ 18,187,854 +10.4 $ 170,477,128 $ 155,504,470 + 9.6 
| Kroger Co. .... 86,641,139 85,283,618 + 2.0 1,058,577,361  1,051,849,935 + 0.6 
| National Tea 35,280,352 38,813,576 — 9.1 462,301,069 405,222,426 +14.1 
| Safeway ...... 122,598,871 117,131,678 + 4.7  1,554,132,718 1,483,977,989 + 4.7 
| Group Total .. $ 264,603,117 $ 259,416,726 + 2.0 $ 3,245,488,276 $ 3,096,554,820 + 4.8 
| 
| Mail Order 
| Sears, Roebuck. 372,727,204 390,870,412 — 4.6 2,941,363,927 2,863,410,935 + 2.7 
| Spiegel ....... 18,070,509 19,690,224 — 8.2 134,006,441 146,042,612 — 8.2 
‘Montgomery Ward 138,929,528 155,594,123 —10.7 1,025,559,618 1,.103,168,387 — 7.0 
Group Total .. $ 529,727,241 $ 556,154,759 — 4.8 $ 4,100,929.986 $ 4,.112,621,934 — 0.3 
Drug Chains .: 
ia 6,020,831 6,000,882 + 0.3 54,519,912 54,018,128 + 0.9 
Walgreen ...... 20,213,310 20,544,978 — 1.6 181,114,666 180,314,009 + 0.4 
Group Total .. $ 26,234,141 $ 26,545,860 —12$ 235.634.578 $ 234,332,137 + 0.6 
Variety and Miscellaneous 
“American 
Stores Co. .. 46,777,554 43,249,909 + 8.2 430,858,623 393,432,779 + 9.5 
Angerman Co., 
re 13,027,390 12,551,226 + 3.8 129,574,593 120,892,858 + 7.2 
Beck, A.S. Shoe 4,928,752 5,027,479 — 2.0 45,451,543 45,332,481 + 0.3 
Consolidated Re- 
tail Stores 3,572,781 3,865,264 — 0.8 28,128,342 30,023,144 — 6.3 
*Diana Stores 
ee 4,062,383 4,238,032 — 4.1 14,093,158 15,128,022 — 6.8 
Edison Bros. ... 9,241,842 9,469,679 — 2.4 81,643,399 80,696,187 + 1.2 
Fishman, M. H. 2,248,275 2,127,767 + 5.6 13,351,867 12,579,341 + 6.1 
Grant, W. T. ... 53,365,592 51,685,331 + 3.3 299,971,962 281,708,679 + 6.5 
‘Green, H. L. . 18,789,738 18,696,261 + 0.5 102,508,516 100,474,358 + 2.0 
‘Interstate 
Dept. Stores . 9,358,763 9,984,495 — 6.3 60,385,042 60,847,942 — 0.8 
Kinney, G. R. Co. 4,962,000 4,869,000 + 1.9 41,271,000 40,230,000 + 2.6 
Kresge, S. S. .. 57,921,983 57,640,445 + 0.5 334,990,705 324,175,385 + 3.3 
Kress, S. H. .... 31,209,839 31,303,783 — 0.3 172,979,646 176,241,576 — 1.9 
Lane Bryant, Inc. 5,887,224 6,142,968 — 4.2 61,495,347 57,248,310 + 7.4 
OE kxetcss 23,196,102 24,395,613 — 4.9 139,838,021 145,444,575 — 3.8 
McCrory ...... 18,318,455 18,857,362 — 2.8 104,786,431 106,986,836 — 2.0 
McLellan Stores . 11,145,265 11,803,529 — 5.6 57,394,065 58,785,802 — 2.4 
‘Mercantile 
Stores, Inc. .. 20,841,000 20,647,000 + 1.0 122,345,000 119,841,000 + 2.1 
Miller-Wohl Co. 4,940,144 5,494,854 —10.1 16,238,343 17,411,098 — 6.7 
Murphy G. C. .. 31,978,687 32,275,879 — 0.9 187,163,824 184,065,449 + 1.7 
National Shirt 
ar 4,253,553 4,636,430 — 8.3 20,195,329 19,874,063 + 1.6 
Neisner Bros. 11,598,626 11,874,376 — 2.3 66,740,250 63,830,955 — 4.6 
Newberry, J. J. . 29,199,134 29,570,654 4+ 1.3 171,146,500 166,315,526 — 2.9 
Rose’s 5-10-25 . 4,657,499 4,771,119 — 2.3 23,270,932 22,438,712 4+ 3.7 
*Sterchi Bros. 
ee eee 1,692,570 1,952,196 —13.3 13,115,439 14,284,433 — 8.2 
Western Auto .. 16,934,000 18,631,000 — 9.1 178,297,000 171,309,000 + 4.1 
Whites Auto 
OS eee 2,135,549 2,632,635 —18.9 20,191,669 22,811,163 —11.5 
Woolworth, F. W. 121,959,072 122,510,214 — 0.4 713,868,427 712,608,630 + 0.1 
Group Total $ 568,203,772 $ 570,904,500 — 0.5 $ 3,651.294.973 $ 3,565.018,304 + 2.4 
Combined Total $1,388,768,271 $1,413,021.845 — 1.7 $11,233,347,813 $11,008,527,195 + 2.0 
tFive weeks and 44 weeks. ‘Eleven month period. “Nine month period. *Five month period. ‘Ten 
month period. 
Western Advertising Moves Names Knight & Gilbert 
Western Advertising Agency, Eclipse Food Products Co., Prov- 
Los Angeles, has moved to new idence, R.I., manufacturer of cof- 
and larger quarters at 4848-60 fee and fruit syrups, has appointed 
Wilshire Blvd. The agency has also| Knight & Gilbert, Providence, to 
added Henry Gerstenkorn Co.,|/handle its advertising. Radio, tv 
merchandising and food advertis- | and newspapers will be used. 
ing specialist, to its organization. 
Henry Gerstenkorn has_ been 
named a v.p. 
Scott Gets Vinyl Plastics 
Scott Inc., Milwaukee, has been | 
named to direct advertising and iti 
sales promotion for Vinyl Plas- New Sales Opportunities 
tics, Sheboygan, Wis., manufac- for Fishing Tackle ang 


turer of floor coverings and con- 
| ductive shoes. 


Miss Maybee Joins Agency 
| Bette Lou Maybee, 
| with Best’s, Seattle, in the adver- 
'tising department, has joined the 
| staff of Botsford, Constantine & 
Gardner, Portland, Ore., as a copy- 
| writer. 


formerly 


Equipment Manufacturers 


| reebing pete EWS” 
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Advertising Age, January 25, 1954 


Newspaper Admen Feel 


TV Threat Is Waning 


(Continued from Page 1) 
manual to aid in keeping linage 
up. 

The manual, “How Research 
Works for Newspapers,” contains 
case histories of how newspapers 
used research to solve sales prob- 
lems. A wide variety of primary 
and secondary research projects, 
with detailed cost data, are de- 
scribed in the manual. 


® Harold “Rusty” Barnes, direc- 
tor of the American Newspaper 
Publishers Assn.’s Bureau of Ad- 
vertising, summed up his views of 
the coming year with: “I honestly 
believe that each one of us really 
can have more in 1954 if we’ll do 
two relatively simple things: 

“1. Accept the fact that this will 
be a toughly competitive year. 

“2. Analyze the factors that will 
enable us to meet that competition 
successfully.” 

Contending that in the past 13 
years “advertising hasn’t fully ex- 
ercised its fundamental function 
—which is to create desire,” he 
declared that newspaper admen 
now must relearn “the fine art of 
making people’s mouths water.” 

He urged space salesmen to 
learn “how to give judgment equal 
rank with the slide rule” and fur- 
ther to realize that they—along 
with clients and agency men— 
have three problems: 


= 1. To get more adequate bud- 
gets. Added competition has bal- 
anced the increase in consumer 
disposable income. The ad dollar 
doesn’t buy the visibility or im- 
pact it did before the war. 

2. To make more effective use of 
each ad medium. If a product does 
not have sufficient distribution in 
a newspaper’s area, space sales- 
men should advise postponing the 
schedule until the situation is cor- 
rected. Newspapers should check 
more thoroughly on sales results 
of each schedule. The best possible 
newspaper ads from a creative 
standpoint should be encouraged. 

3. To do better market research. 
Actual consumption of a type of 
product—not brand—should be 
pinpointed as accurately and pre- 
cisely as possible. 


® The BofA announced plans for 
a series of classes for newspaper 
salesmen. Present plans call for 
three-day sessions in New York, 
and perhaps later in Chicago and 
San Francisco, according to Ed- 
ward H. Burgeson, BofA retail 
director. Workshops would cover 
use of retail department services 
from single page “quickies” to a 
special timing and planning pre- 
sentation. 

Arthur A. Porter, Leo Burnett 
Co. media director, noted an ad- 
vertiser trend toward dominance 
in single media (“seldom can he 
afford to be really important in 
more than one or two’’). Mr. Por- 
ter suggested that newspaper ad 
managers consider offering long- 
run discounts to national adver- 
tisers. 

He, too, recommended more re- 
search. He also repeated his sug- 
gestion that newspapers consider 
advertiser sponsorship of newspa- 
per comic strips, features, cartoons | 
and columns. 


s The biggest change in the atti- 
tudes of delegates this year was 


toward television. Although pub-| 


lishers own more tv stations than 


dent of Parade Publication, re- 
flected this view in his luncheon 
address. 

“Stop worrying about televi- 
sion,” he advised. “The more sta- 
tions, and the faster they get in, 
the better you and I are going to 
like it. That’s a fact, because that 


coverage with more stations and 
less styles per program. 

“They are rapidly getting into 
the position radio got itself in with 
three, four, five, six, seven, eight 
radio outlets in a community,” he 
continued. “What does it mean? 
You are dividing up the pie.” 

Mr. Motley, however, is some- 
what worried about the editorial 
side of newspapers. He decried 
stories playing up economic trou- 
bles and advised the admen to 
urge corrective action. 


= “You can’t sell peanuts at a 
funeral,’ he declared, “and if 
those jokers upstairs [editorial 
staffers] are surrounding your 
customers with gloom, go on up 
and talk to them and explain to 
them that because somebody went 
broke—because two men in the 
television business went bankrupt 
in Washington—does not mean 
that people in Washington aren’t 
going to buy a lot of television sets 
in 1953 and 1954, because they did. 

“Local success is more import- 
ant than the fact that somebody 
went broke,” Mr. Motley asserted. 
“Some guy fails for 30,000 bucks 
or 300,000 bucks and they get a 
lot of space. Some joker makes 
300,000 bucks and provides a lot 


Sees ROP Color as 
Reply to TV Tint 


Competition of color tele- 
vision can be met by color ads 
in newspapers, Frank Reilly, 
president of Lake Shore Elec- 
trotype Co., Chicago, asserted 
at the NAEA convention. 

Run-of-paper color, he 
said, soon will compare favor- 
ably with color tv and will 
approximate magazine color. 
This will come through use 
of a new plate. 

Other speakers at the color 
seminar predicted greater use 
of r.o.p. this year as more ad- 
vertisers realize its impact 
value and ability to build 
store recognition. 


of jobs locally and he can’t even 
get into the columns of the aver- 
age newspaper. What’s wrong? Go 
on upstairs and talk to those 
guys.” 

One of newspapers’ best na- 
tional sales accomplishments of 
53, landing the Budweiser cam- 
paign, was related by L. T. Be- 
man, chairman of the Chicago 
chapter of American Assn. of 
Newspaper Representatives’ new 
business committee. 


@ “Newspapers have-done an ex- 
cellent job of promoting the ad- 
_vertising appearing in their col- 
/umns,” he said, “but have done a 
totally inadequate job of adver- 
'tising the promotional function 
‘they have performed.” 


| Contrasting packaged operations | 


of competitive media with the) 
“piecemeal” approach of newspa- 
pers, he said, 


means they are going to have less | 


“If used correctly, | 


CANADIAN CONFAB—Eleven of the 21 
the Newspaper Advertising Executives Assn. Chicago meeting 


fill out their own round table. Clockwise 
promotion manager, London Free Press; 
vertising director, Montreal Star; Ronald 


how Anheuser-Busch and _ its) 


agency, 


350 metropolitan dailies 60 days 
before the campaign was to break. 
Newspapers (400 


merchandising functions they 
would perform, Mr. Beman said. 


of advertising our promotion on 
a national basis,” he said, adding 
that more than 100,000 Budweiser 
dealers were contacted through 
500,000 mailing pieces and person- 


al calls on more than 50,000 deal-. 


ers. 
Without disclosing the amount) 


heuser-Busch this year, Mr. Be-| 
man said: “We are extremely 
gratified” by it. Last year the} 
newspaper portion was expanded 
to $2,000,000 from ’52’s $467,596 | 
slice. 


more advertising was recommend- 


tion and advertising director of. 
the Institute of Life Insurance. 


@® Some companies have legal 
limits to the money they can 
spend for advertising, he said, 
but “even without cutting the 
amount spent in other media, 
there is no reason why the $5,- 


companies to newspapers in 1953 


times in the next five years. Even 
under the most severe restrictions, 


additional appropriations can be. 


made available—if the medium 
can demonstrate to companies 
that it is worth while.” 

Life insurance companies are 


dent and health companies that 
depend on leads for new business 
have had striking success with 
newspapers”), but the approach 
has to be made to home offices, 
Mr. Barnes said. 


8 “The life insurance company | 
| president thinks of its sales dollar | 
as a dollar that includes not only | 
advertising and public relations, | 
but commissions, sales promotion, | 
training and supervision, and di- 
rect mail,” he said. “He has not} 
yet been clearly shown how ad- 
_vertising might brilliantly use a 
‘larger percentage of that dollar.” 

Merchandising by newspapers 


any other group, newspaper ad- | asa national medium, newspapers | that could help land life insurance 
men formerly did not take kindly have done and will continue to do accounts, Mr. Barnes said, include: 


to the new medium. This year, | 
however, there were comments, 
that the New York newspaper , 


strike had shown up tv in the lo-| 


cal market. 


Arthur E. (Red) Motley, presi- | 


by far the biggest sales job for 
any advertising product, from the 
standpoint of influencing not only | 
the ultimate consumer, but the 
| distributor and dealer as well.” 

Citing the Budweiser campaign 


( 1) Talks by newspaper execu- 


_tives on the importance of a local 
program to groups of agents; (2) 
sending tear sheets to local em- 
-ployes and agents of insurance 
companies that do advertise; (3) 


ad manager, Montreal Star; L. W. Gates, advertising director, 


s “For the first time we were pre- 
pared to do a mass-packaged job | 


to be spent in newspapers by An-| 


ed by Donald F. Barnes, promo-_| 


000,000 allotted by life insurance | 


should not be multiplied five. 


interested in newspapers (“acci- | 


Canadians attending 
are James C. Burns, 


Eric M. Wilson, ad- 
A. Judges, assistant 


i insurance executives; 


‘insurance questions in consumer 
panels run by newspapers, and 


cussion. 


$44,000,000 Ad 


Sears Last Year 


| CuHIcaco, Jan. 19—Sears, Roe- 
_buck & Co. spent about $44,000,000 
on retail advertising last year, 
Clarence C. Choyce, national re- 
‘tail ad manager, told the Newspa- 
per Advertising Executives Assn. 
‘yesterday. 

This is about a 5% increase over 
the ’52 budget. Figures are ap- 


Tapping life insurance compan- | 
ies as a potential source of much | 


NAEA Meeting 


| 
_ proximate because Sears’ fiscal 
| year ends Jan. 30. 

Sales are expected to top $3 
billion, Mr. Choyce said. The pre- 
vious year’s sales set a new high 
at $2.93 billion. 

Of the ’53 ad budget “between 
$35,000,000 and $36,000,000” was 
spent in newspapers, he said. Use 
of radio and tv rose “a little bit 
/over 1952” and circulars “declined 
slightly.” 


|@ “We learned a long time ago to 
sad 80% or more of our retail ad- 
vertising budget in newspapers,” 
Mr. Choyce told the convention 
“We buy white space in 1,047 
newspapers and average over 5,- 
|000 ads per week. We reach 40,- 
| 000,000 families.” 

The huge retail house spends 
more than $1,000,000 annually on 
its mat service that “gives our 
|stores over 3,000 prepared ads, 
124 circular pages, 11,000 pieces 
of artwork,” he said. A “sales 
planner” is sent to each store 
'every four weeks outlining sales 
| promotion and ad approaches for 
|the period, he elaborated. These 
are backed by periodic releases on 
interiors and window displays. 
| Sears now has 698 retail stores 
‘and plans to open about a dozen 
| more next year, Mr. Choyce said. 


| 


® Discussing the future, he pre- 
dicted a trend toward self-service 
department stores, adding, “If the 
customer is going to serve himself, 
advertising has a bigger, more 
comprehensive and tougher job 
than ever to do; retail advertising 
must now do a more complete job 
of pre-selling than it has ever 


Budget Used hy | 


‘trend toward 
/more children and a larger popu- 


Ottawa Citizen; William J. Lupton, Evening Reporter, Galt, Ont.; 
William J. Campbell, ad director, Toronto Star; Martin Livingston, 
ad director, Halifax Herald; Edward J. Manion, ad manager, 
Galt Evening Reporter J. E. Slaight, 
Newspapers, Toronto; Lewis Louthood, Weekend Picture Maga- 
zine, Montreal; Charles G. Fenn, ad manager, London Free Press. 


ad manager, Thomson 


as how it should be done, he told showing the newspaper plant to | done before.” 
(4) devis- 
D’Arcy Advertising Co.,|ing displays for use in newspa-_ in recent years, he said, but not to 
called on representatives of about | ‘per office windows; (5) placing | the extent that display, packaging 


| 


eventually | (6) sponsoring financial forums | _per restrictions and rate policies. 
carried the ads) were told the) for civic groups, part of which | Affecting the need for a re-ap- 
amount of space needed, ad sizes| would include an insurance dis-| praisal of ad approaches are the 
and dates and asked to outline. 


Retail advertising has improved 


and instructive labeling have im- 
| proved. He criticized some newspa- 


suburban living, 


lation of elderly persons, he said. 
These contribute to a growing do- 
it-yourself market that calls for 
a switch in advertising tactics. 


s A test program of the Bureau 
of Advertising and Sears produced 
“sizable” sales increases in a 
Brooklyn store at the time that 
all New York department store 
sales dropped 2%, Ray Scott, BofA 
retail sales manager, reported. The 
increase was reflected in an in- 
crease in the store’s ad budget and 
the schedule was increased to five 
newspapers from two. 

Records of sales of individual 
departments were charted against 
ad_ schedules, Mr. Scott said. 
Where ads did not run during the 
time of maximum sales, schedules 
were changed to make the sched- 
ule conform. 

Newspaper campaigns run by a 
Woolworth store in Waterbury, 
Conn., on BofA advice have shown 
sales 8-10% higher than others in 
the district, he said. The store 
budget was set at $6,000, which 
multiplied by the 2,000 stores in 
the Woolworth chain gives the 


bureau a $12,000,000 total to shoot 
for. 


Herbert Rejoins Hearst, 
This Time with ‘Journal’ 


John K. Herbert, who recently 
resigned as v.p. in charge of tv 
network sales and as’ a_ board 
member of the National Broad- 


*|casting Co., has been named ex- 


ecutive publisher of the New York 
Journal-American, under pub- 
lisher William Randolph Hearst Jr. 
Walter A. Young, associate pub- 
lisher of the paper since 1937, is 


leaving to start his own public re- 
lations company. 

Mr. Herbert joined NBC in 1950 
after resigning as v.p. and gen- 
eral advertising manager of Hearst 
Magazines Inc. 


Bangor Paper Closes Down 


The Evening & Sunday Commer- 
cial, Bangor, Me., last week sus- 
pended publication. Publisher 
James D. Ewing gave steadily ris- 
ing costs, a local advertising prob- 
lem and a deteriorating economic 
picture as reasons for the action. 
Et Commercial was founded in 
1872. 


Initiates Colorama Section 


Colorama, a new color supple- 
ment, made its debut in t'e Phil- 
adelphia Inquirer, Jan. 24, and 
will be a regular feature of Sun- 
day editions. First issue contained 


four pages, printed on rotogravure 
presses with special stock. 
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This Week in Washington... 


Senate Okays Lee Appointment to FCC 


By Stanley E. Cohen report itself is still being written. 
Washington Editor When it is finally released—prob- 
WASHINGTON, Jan. 21—The fuss ably in mid-February—the report 


Hynes to Steer PR Group | 


William A. Hynes, Pacific Gas| 
& Electric Co., has been elected) 
chairman of the board of gover-| 
nors of the Public Relations Round | 
Table of San Francisco. Other of-| 
ficers elected are Fred Yeates, 
Bank of America, vice-chairman; | 
Philip J. Sinnott, Arthur H. Sam-)| 
ish & Associates, secretary, and| 


John L. Sullivan, 
Co. of Cal., treasurer. 


Coulter to Willard Battery 


David A. Coulter has joined 
Battery Co., 
Cleveland, as director of sales and 


Willard Storage 


advertising. 


Standard Oil 


to Use’’ samples. 


PUT PUNCH IN ALL 
YOUR PRINTING 


Often, limited art budgets on certain 
types of promotion such as bulle- 
tins, house organs, salesmen boost- 
ers, customer enclosures etc., kill 
your chances for real punch, 


ART SERVICE | 
FILLS YOUR NEEDS 


The Clipper enables you to dress 
space up any and all of your printed 
matter—besides supplying more than | 
3,600 art subjects annually, it fur- | 
A nishes each month 20 or more dA | 


Writ FOR FREE SAMPLE 


MULTI-AD SERVICES, INC. 


ANNIVERSARY HUG—Richard Lewisohn Jr., president, and George Grumbach, v.p., 
hug a cutout of Venus while cutting into the cake celebrating the 50th anniversary 
of the Venus trademark used by American Lead Pencil Co. for its pens and pencils. 
| The ceremony took place at the company’s annua! sales meeting in Princeton, N. J. 


hb} Whitney Joins ‘Outdoor Life’ Publishers’ Rep Moves 


| E. M. Whitney, formerly eastern! The San Francisco office of 


area 


Consistently 


Dumont and local programs. For example, Pulse 
ratings for December, '53, show 9 out of the 
15 top shows on WJBK-TV. And that gives you 


POWER 


Farthest reaching TV signal in the Michigan 
- gigantic 1,057 foot tower with 
ae maximum 100,000 watt E.R.P. ... plus favored 

= Channel 2 dial position add up to 


PROGRAMMING 


Daytime and nighttime, viewers customarily 
turn to Channel 2 for the best in entertainment, 
news and sports. And that means 


) RATINGS 


MAXIMUM CIRCULATION 


WIBK-TV 


| CHANNEL 2 


MAXIMUM VIEWING Eliminate guesswork when you're buying 
TV time in the rich Great Lakes area. 
Make your money go farther, literally 
and figuratively, on WJBK-TV, Detroit's 
only full power station. Look at the facts! 
Prove to yourself that Channel 2 is the 
place for you. Get maximum return for 
your TV dollars on WJBK-TV. 


leading with high-rated CBS, 


MAXIMUM IMPACT 


about the appointment of Robert 
E. Lee to the Federal Communica- 
tions Commission turned out to be 
a tempest in a teapot when the 
Senate commerce committee got 
around to voting on the nomination 
this week. 

The Democratic high command 
had threatened to wage an attack 
on the appointment because Mr. 
Lee was involved in a question 
of election irregularities during the 
1950 senatorial campaign, when 
pro-McCarthy Republicans staged 
a vigorous drive to beat Sen. Mil- 
lard Tydings (D., Md.). 

Democrats did not warm up to 
the issue, however, because as a 
member of the staff of the House 
appropriations committee, Mr. Lee 
was well and favorably known on 
“the Hill.” Members were inclined 
to accept his statement that the 
mixup in reporting 1950 campaign 
expenditures was, in truth, acci- 
dental. 

During a hearing before the 
commerce committee this week, 
Mr. Lee said his friendship with 
Sen. McCarthy would not influ- 
ence his behavior as an FCC mem- 


(D., Wyo.) filing the lone dissent. 
Sen. Monroney explained, “I don’t 
think his qualifications for this 
particular job are sufficient.” 


« & © 

The administration has decided 
to ask Congress for censuses of 
business and manufactures to be 
taken early in 1955, covering 1954, 
but it is going to be a long, hard 
fight. 

On the basis of the study of cen- 


‘sus operations recently completed 


by a special committee under Dr. 
Ralph Watkins, director of re- 
search for Dun & Bradstreet, Sec- 
retary of Commerce Sinclair 
Weeks has promised to go all-out 
for these censuses. 

As it stands now, however, gov- 
ernment lawyers believe it will be 
necessary to induce Congress to 
pass special legislation authorizing 
the censuses covering 1954 because 
no censuses for these years are 
provided in the basic census legis- 
lation now on the books. 

Unless Congress passes the au- 
thorizing legislation, it would be 
impossible to get the necessary 
funds because a single member of 
either house could kill the appro- 
priation merely by raising a point 
of order. 

After the necessary authoriza- 
tion is approved—a legislative 
process which will inevitably take 
several weeks—the administration 
will still have to submit a request 
for funds and get the approval of 
the appropriations committees and 
members of both houses. 

[NOTE: While the general con- 
tents of the Watkins report have 
been revealed (AA, Jan. 4), the 


will involve about 110 printed 
‘pages, plus nearly 900 pages of 
supporting data, outlining the uses 
that business makes of census ma- 
terial.] 

| & * * 

_ Despite several Presidential re- 
quests, the House ways and means 
‘committee has yet to raise a hand 
to extend the Korean War excise 
taxes which are set to expire April 
1. Instead, the committee is having 
a pleasant time drafting a tax re- 
vision bill which tries to eliminate 
some of the more obvious tax in- 
equities which have come to light 
in recent years. 

This tax revision bill, which is 
expected to clip about $1.5 billion 
from the government’s income, is 
likely to include liberalized deduc- 
tions for medical expenses for in- 
dividuals and a more realistic 
treatment of the summer earnings 
of dependent college students. It 
also seeks to eliminate double tax- 
ation of corporate dividends and— 
among other things—provides de- 
ductions for uncompensated travel 
and entertainment expense in- 
curred by salesmen who operate 


advertising manager of Field & Reynolds-Fitzgerald Inc., pub-|ber. In the showdown, the nomi- ir firm’ ‘ 
Stream, has joined the eastern ad- lishers’ representative, has moved|nation got committee approval, — pr sans ques yee ge 
vertising staff of Outdoor Life. (to new quarters at 625 Market St. with Sen. A. S. (Mike) Monroney |<cientific tite “ne or 4 aailaie 


awards from taxation but contin- 
ues to tax prizes from radio and 
tv giveaways and essay contests. 

e * cS 

The Food and Drug Administra- 
tion is trying to decide what to do 
about three of its “approved” coal 
tar dyes, which now appear to be 
dangerous when consumed in large 
quantities. 

Used in cosmetics and foods, 
these dyes are particularly impor- 
tant to Florida citrus growers, who 
say they are never used in the 
quantities which worry FDA. Food 
and Drug people point out that the 
law specifies that the agency can 
certify only those agents which 
are “totally safe.” 


Tinkle to Edward Petry 


Marcy Tinkle, formerly head of 
copy and presentations for Family 
Circle, has joined Edward Petry & 
Co., New York radio-tv station 
representative, as a presentation 
writer in the tv promotion depart- 
ment. 


Moss Names Gorman Ad Head 


Harry Gorman, formerly with 
Kingsley Advertising Service, New 
York, has been appointed adver- 
tising and sales promotion mana- 
ger of Moss Photo Service, New 
York. 


On Page 92 of December 


s s 
Advertising Requirements 
—— THERE was an article of interest to 
| you which you might have missed. 
JAY P. Let me mail you a reprint... FREE. 


WALK advertising typography 
Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 11 


| ee § 


WHBF 
, + CBS 


Adds up to — ? 
STRONGEST RADIO 
COMBINATION IN 
THE QUAD-CITIES 


Represented S| ae : AM 
Detroit enya Oe, WHEF :: 


BASIC CBS NETWORK & DUMONT 
STORER BROADCASTING COMPANY * National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO $.7690 


TELCO BUILDING, ROCK ISLAND, ILLINOIS | 


Represented by Avery Knodel, Inc | 
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Knowing that the editorial impact of The Washington Star 


in The Nation’s Capital makes it an advertising medium of 


consistent and extraordinary pulling power, 


ADVERTISERS USED 


17% million more lines 


in lhe Star during 1953 | 


than in Washington's second newspaper 


When a city believes in a newspaper as Washington believes in The 
Star, that paper becomes of inestimable worth to advertisers. Those 
who know Washington intimately know how much more they get 
from a schedule of repeated insertions in The Star. The same practice 
will get you the strongest results in and around The Nation’s Capital. 


THE WASHINGTON STAR 


WASHINGTON, D.C. 


ANNOUNCES 
THAT EFFECTIVE FEBRUARY 1, 1954 
ITS NATIONAL: REPRESENTATIVE 
THROUGHOUT THE UNITED STATES WILL BE 


O’MARA & ORMSBEE, INC. 


NEW YORK 
CHICAGO DETROIT LOS ANGELES SAN FRANCISCO 


IN WASHINGTON, THE OVERWHELMING PREFERENCE IS FOR AN EVENING NEWSPAPER 


‘Lhe Washington Star 


EVENING AND SUNDAY WASHINGTON, D.C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 


Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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Department Store Sales... 


Weekly Sales Drop 8% Behind ‘53 


WASHINGTON, Jan. 21—Depart- 
ment store sales in the U. S. for 
the week ended Jan. 16 slumped 
8% compared with the correspond- 
ing week of 1953, indicating a 
downward trend in sales for the 
first time this year, according to 
figures released by the Federal 
Reserve Board. 


Reports for the week ended Jan. 
9 had showed a sales increase of. 
7%, compared with the corres-| 
ponding week in 1953. These sales | 
gains were attributed to  post- 
Christmas and pre-inventory sales 
on clothing. | 

Sales declines for the week. 
ended Jan. 16 were particularly 
noticeable in the East, which was 
swept by a heavy snow storm, 
during the period. The Boston dis-. 
trict registered a sales decline of 
18%, while the New York district | 
showed a sales drop of 15%. 

Only two districts reported sales 
increases—Minneapolis with 6% 
and Kansas City with 1%. 


re Peery | 
Publicity Releases | 


Not Used? 


Over 4000 daily and weekly papers 
have sent us signed requests for 
matted editorial material. 
Originators of the complete package 
distribution service to newspapers 
and radio stations since 1941. 
Write or phone for complete infor- 
mation — no obligation. 


Special Correspondents, Inc. 


230 E. Ohio St. DElaware 7-1065 
Chicago 11, Illinois | 


% Change from '53 | : 


Federal Reserve Week Ended | 
District, Area and City Jan. 2 Jan.9 | 
UNITED STATES ................... ro 7) 
Boston District .................... _—2 15 
Metropolitan Area 
Lowell-Lawrencee ............ --7 17 
Cities 
Downtown Boston .......... —2 11 
ERE ene 6 10 
FVIII. ossiscsscenscvsessescess —5 16 
New York District .............. r—2 10 
Metropolitan Areas 
SINE aiddnshciesetevasiospissvncnonsa rl 7 
NII ceistvcaisinreciaciccrceess 8 7 
IIE cis sucdcscenahsssiacivusbesl r7 0 
Cities 
NE EE os ciccnsncavsecdtmaloeris r—4 12 
SN ile irises etaissaisondiessce r—3 1 | 
Philadelphia District ......... r8 i 
City 
Philadelphia _.................... r12 4 
Cleveland District .............. r7 5 
Metropolitan Areas | 
II italassdenesncterisiasnavsnaeoes . 1 5 
RIE cascctisssesassssesccsenne 16 10 
GNI | cov essivessscsicastceevss 10 2 
ID cis cssestecciecenatécsuns 5 9) 
TIED ockacoithennsssvesiciveceerssocts —1 6) 
BN cad rhc sacdagenessveasisvsingios 6 2) 
City | 
II vaciitectececesnscescoexes bd bd 
Richmond District ............ r2 4 
Metropolitan Areas | 
WARM cncccccorcsssescoeessess + —l 
Downtown Washington 3 0) 
pO er ee 0 8 
NII disbhinash cetancicocesne 12 13 
Atlanta District .................. —12 10° 
Metropolitan Areas 
Birmingham .................... —22 18 | 
TacKsSONvill€ .........ccceee - 14 7| 
IE.» dithanielinsiciiciamceniaants r—9 —3 
I -sinictatsisésicsvesvekiavken ve —23 23 
PIE Natassctatiiveiainesiercenece —7 2 
POW GHIGOIG ccccsssivesiccessese --5 0 
IN Sebvisioiniasscaoisciinings -- 3 26 
Chicago District .................. r0 6 
Metropolitan Areas 
I sie cscstnnesacenctsanaes —1 7 
TRGIRTIADONS .0.0:ccccesersccsceeee 9 14 
pt | an 7 1 
Milwaukee .............. —1 7 
St. Louis District rs 10 
Metropolitan Areas 
BNNOEE TINNED dcssatinacesesconsecciss 21 12 


demands the utmost skill and 
constant application of a wide vari- 


ety of techniques: here at WASHINGTON 


every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 


DEPARTMENT STORE 


— SALES INDEX 


1947-49 equals 100 


Week to Jan. 16, '54*..p85 

| Week to Jan. 17, ’53*....92 
4 Week to Jan. 9, '54*....94 
| 41 Week to Jan. 10, ’53*....89 
|] Week to Jan. 2, ’54*....81 
| Week to Jan. 3, ’53*....81 


*Not seasonally adjusted 
pPreliminary 


| 
= 0 eee r2 14 
| MEME sisinsninstansonessseeneaes —6 9 
PI eikcicscaadllt scasiseveceness r7 -—3 
Minneapolis District .......... —Il 8 
Metropolitan Areas 
Minneapolis-St. Paul .... ° bd 
Minneapolis City .......... —l 10 
Bs NE SNE dhcarencccencierss e bd 
| Cities 
Duluth-Superior ............ 8 1 
Kansas City District ........ r4 1 
Metropolitan Area 
BED caccinsssisivantcrseseescoena 2 9 
Topeka 18 —7 
Wichita ........ 3 —2 
St. Joseph ....... —3 17 
Albuquerque ...... —6 —14 
Oklahoma City .............. —4 —10 
Tulsa 8 —2 
City 
Kansas City ss 0 
| Dallas District 1 —2 
Metropolitan Areas 
BRINE « biudchstniscesetadhdanseecesaceds 8 —5 
Be SEED ecagieninccesovmnton cvsnetasness —38 —4 
oo ne --1 —16 
| IE aceseeaticctsatcssosnscinsese 5 —2 
| Batt PMGOTIS  ccerccessscosssssseres —1 9 
San Francisco District .... oo rl 
| Metropolitan Areas 
| EB TTR cvceececscseesccrecece 5 4 
| Downtown Los Angeles —8 7 
| Westside Los Angeles .. 2 4 
ee —12 4 
San Francisco-Oakland —7 2 
San Francisco City ...... 5 7 
Oakland City on... —9 -3 
BI I. etatetenstptcesssnepicsess —7 6 
II setecicenectarcetestivcsessess —13 —5 
Bae TO CH crceceseseseces. —7 1 
TID .nosesscsratnctanecrececetncrsees 2 2 
GID essessisicenetincicssinssees bd -—8 
TD: siasttecctacerisinyieicnn ~-2 5 
r—Revised. 


*—Data not available. 


Corrections Listed in Ad 


Expenditure Tabulations 

Due to a typographical error, 
Presbyterian Life was reported as 
Life in the ad revenue story in the 
| Jan. 18 issue of ADVERTISING AGE. 
| Presbyterian Life showed a reve-' 
‘nue gain of 65.7% in 1953, com- 
‘pared with 1952; Life gained 
13.2%. 
In the accompanying table,| 
Popular Science was reported to 
have had a 1952 ad revenue of 
$2,805,440, when the figure should 
have been $3,240,245. The 1953 ad 
revenue figure was $3,068,310, a 
5.9% drop. 
Also, American Magazine was 
listed as having a 7% gain, where- 
as it actually sustained a 7% loss. 
Typographical errors gave Dell 
Modern Group revenue of $1,748,- 
255, which should have read $1,- 
738,255, and Modern Industry was 


of $639,853, the correct figure. 


Advertising Age, January 25, 1954 


|Optimism Prevails at Home Builders Meet: 


(Continued from Page 1) 
builder, said his firm is doing 
two-thirds of a million dollars a 
year in trade-in business. 

He said that “50% of the home 
owners would consider trade-in 
offers if they were approached. 
and that is a lot of customers for 
the industry.” 

Many builders reported trade- 
ins have been a strong stimulus to 
their businesses. 


# In a speech on the future sales 
picture, William A. Blees, v.p. of 
Avco Corp., warned that the 
trade-in business is profitable only 
if the following five principles are 
followed: 

1. Know the value of what is 
taken in trade. 

2. Used merchandise is danger- 
ous and should be improved with- 
in 30 days to avoid further deteri- 
oration. 

3. Put a price on it as quickly 
as possible and make certain it is 
sold without delay. 

4. Advertise and promote it im- 
mediately. 

5. Have salesmen who believe 
in used merchandise do the selling. 


= Mr. Blees told the building in- 
dustry that changing models in 
homes, automobiles, appliances 
and other items is a great stimu- 
lant to business. He said little 
changes capture the imagination 
of the public, causing them to talk 


ing for the manufacturer. 

Sam G. Russell, Denver real es- 
tate man, warned builders not to 
talk so much about special fea- 
tures, such as fireplaces, when 
selling a home. He listed location 
and desire for privacy as important 
factors in selling. 

He said the three fundamentals 
in making a sale are: (1) Does the 
prospect want it? (2) Does he 
need it? (3) Can he pay for it? 

Mr. Russell said a vital part of 
any sale is creating the proper 


listed at $649,853 for 1953, instead | 


conversational climate, which 


about the product and do the sell- | 


‘Expect Slight Drop in 1954 Construction 


means finding out the prospect’s 
point of view and convincing him 
the purchase will be advantageous. 


# Some 20,000 home _ builders 
moved through the exposition cor- 
ridors of the Conrad Hilton and 
Sherman hotels to view the ex- 
hibits by 300 manufacturers. The 
exposition was the largest of its 
kind on record. 

The trend in homes continues 
to be simplicity of design with 
the emphasis on space saving 
built-ins. Compactness was es- 
pecially noticeable in bathrooms 
and kitchens. 

Among the newest features are 
built-in ovens, tray cabinets, 
rounded corner cabinets with Lazy 
Susans, pull out shelves, built-in 
ironing boards and clothes ham- 
pers, pull-out tables, combination 
shower and children’s baths, and 
corner tubs. 


# Among new colors being fea- 
tured for kitchen and bathroom 
use are grey, pale blues, sunrise 
yellow, sunset pink and charcoal. 

Better Homes & Gardens con- 
tinued its successful 1953 promo- 
tion of a model home plan. Build- 
ers signed up to construct the 1954 
model, called “Home for All 
America.” The home will be fea- 
tured in the September issue of 
the magazine. 

The association presented its 
first annual president’s plaque to 
Living for Young Homemakers for 
“the most distinguished reporting 


/on housing achievements by home 


builders during 1953.” 

Parents’ fourth annual builder’s 
award for the “best home for 
families with children” was given 
to a house built by Joseph L. 
Eichler of Eichler Homes and de- 
signed by Anshen & Allen, archi- 
tects. The house is in Palo Alto, 
Cal. 

Practical Builder also made its 
annual awards for “best merchan- 
dising.” (See picture on Page 81.) 


What are you promoting . foods, 


of a ‘‘Give-a-Pony"’ 
have, and always will, 
parade. . 
ultimate in store-traffic stimulation. 


prize 
One or a thousand available immediately. 
Get the full story today . . 


749 Rush St. + Chicago 11, Ill. + 


Hitch Your Sales to a Pony 
And Watch Him Pull for You / 


‘ drugs, tooth- 
paste, dairy products, candy? Whatever it is, if it’s 
@ consumer item and children use it too, you'll 
never believe the downright magnetic draving power 
promotion. Free Ponies always 
lead the sales promotion 
. with parents, too! You'll see here the 


And a Pony is very inexpensive compared io the 
amount of interest you will create with any other 


. write or phone 


Fashion Club Shetland Pony Sales Co. 


DEL. 7-7566 
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IN PROSPEROUS 


WEST VIRGINIA 


A HALF-BILLION DOLLAR 
MARKET REACHED ONLY BY 


THE OGDEN GROU 


e ELKINS INTER-MOUNTAIN ¢ FAIRMONT TIMES © FAIRMONT WEST VIRGINIAN 
¢ MARTINSBURG JOURNAL * PARKERSBURG NEWS © PARKERSBURG SENTINEL 
¢ POINT PLEASANT REGISTER * WEIRTON TIMES © WELCH NEWS 
¢ WHEELING INTELLIGENCER * WHEELING NEWS-REGISTER © WILLIAMSON NEWS 


Nationally Represented by GEO. D. McDEVITT CO., INC. 


OF WEST VIRGINIA 
NEWSPAPERS 
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Advertising Age, January 25, 1954 


Justice Dept. 
Investigates Ad 
Industry Groups 


(Continued from Page 1) 


the association, told ADVERTISING 
AGE of having received from the 
department a formal notice that it 
“wants to go through our books.” 

“We replied that we’d cooperate 
with them,” he said. “But we also 
stated that we’d like them to issue 
a subpoena—to put their questions 
in ‘black and white—so we’d know 
what they wanted from us. 

“We're requesting the subpoena 
not for any legal reason at all, ex- 
cept to know what areas they want 
to investigate,” he added. 

So far, Mr. Boberg said, the de- 
partment has not replied to the 
APA’r request, nor has any actual 
investigation begun. He added that 
the APA has not contacted the 
other organizations coming under 
investigation. 


a In New York, where the inves- 
tigation is already under way, it 
was hard to discern any pattern 
in the questions of Department of 
Justice representatives. If there 
were any particular areas the in- 
vestigators were interested in— 
like commissions or recognition— 
they wouldn’t indicate it. 

Nor would they say if a com- 
plaint had been entered. A Wash- 
ington agency made it a point to 
call AA to enter a disclaimer, em- 
phasizing that it hadn’t complained 
to the Department of Justice. 

Included in the varied questions 
asked of the associations were 
questions covering commissions 
(with some reference to the refusal 
of media to pay commissions to ad- 
vertisers placing billing directly), 
cash discounts, recognition and 
recommendation and _ association 
regulations. 


a There were omissions in the list 
of associations—no one had con- 
tacted, either by letter or person- 
ally, the National Industrial Ad- 
vertisers Assn. or the Advertising 
Federation of America. So far as 
AA could learn, the American 
Newspaper Publishers Assn. had 
not been contacted nor had Nation- 
al Business Publications. 

The associations involved had 
received a letter from Assistant 
Attorney General Stanley Barnes, 
who heads the department’s anti- 
trust division. In it, Mr. Barnes 
asked for cooperation “in an in- 
vestigation by this department of 
alleged violations of the federal 
anti-trust laws with respect to the 
advertising industry...” 

The department declined to 


elaborate, telling reporters it could | 


not comment on an investigation 
in progress. 

The last full-scale government | 
investigation into advertising 
practice was in the ’20s. An FTC 


complaint was issued in 1926) 


against media organizations and 
the Four A’s—it was dropped in 
1930. 

Last summer the Department of 
Justice interviewed Washington 
radio stations regarding that clause 
of the standard NARTB-Four A’s 
contract that makes the advertis- 
ing agency liable for time pur- 
chased, even if the client arranged 
for the time purchase without con- 
sulting its agency. (This was a 
factor in the Cohen & Miller case, 
AA, Oct. 12, ’53.) 


ws In May of 1950, the Supreme 
Court ruled that the commission 
arrangement of real estate agents 
in the District of Columbia did 
constitute price fixing. The court 
rejected the argument that “serv- 
ices” are exempt from statutes 
banning price fixing. 

The decision, written by Justice 
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Last Minute News Flashes Automakers Fight ‘Recession’ Rumor 
| with Expansion Plans and TV Talks 


R. M. Prentice Leaves Doherty, Joins Compton 


| New York, Jan. 22—Robert M. Prentice, formerly with Doherty, 
Clifford, Steers & Shenfield, has joined Compton Advertising as ac- 
count executive on a Procter & Gamble brand. 


Sweetheart Cosmetics Names Dowd Agencies 


New York, Jan. 22—Sweetheart Cosmetics, a division of the Man- 
hattan Soap Co., has named Dowd, Redfield & Johnstone of New York 
and John C. Dowd Inc. of Boston to handle advertising of the new line 
of cosmetics. Scheideler, Beck & Werner will continue as the agency 
for all Manhattan soap products. 


General Mills Boosts Fish: Other Late News 


e James S. Fish, merchandising manager for the home appliance de- 
partment of General Mills Inc., Minneapolis, has been promoted to 
assistant director of advertising for the company. 


and tv program listings as editorial matter, and are offering broad- 
casters a low rate of approximately 18%¢ per line to publish the list- 
ings as advertising. The city’s seven radio and two tv stations aren’t 
buying, and Nashville citizens are going without the listings for the 
time being. 


e Controlled Circulation Audit, New York, will change its name Feb. 1 
to Business Publications Audit of Circulation Inc. and will launch a 
public relations program to include business paper ads, booklets, 
new house organ (“BPA News”), and a series of clinic sessions and 
speeches to tell the BPA story. 


e The gaps opened in CBS-TV’s “Arthur Godfrey Time” lineup when 
Chesterfield withdrew its sponsorship (AA, Jan. 11) have been filled. 
One of Godfrey’s daytime sponsors, Frigidaire (Foote, Cone & Belding) 
moves in as alternate week backer of half of the Wednesday night 
telecast, sharing with Pillsbury Mills. Toni (Weiss & Geller) has taken 
the other half on an every-week basis. In the morning, one radio and 
two tv quarter-hours vacated by Chesterfield have been taken by Min- 
nesota Mining & Mfg. Co. (Batten, Barton, Durstine & Osborn), which 
will spend “nearly $2,000,000” on them. 


e The Randall Comrnission is expected to unveil its foreign trade 
recommendations this week, suggesting (1) a three-year extension of 
the Reciprocal Trade Act; (2) encouragement of overseas investment 
by U. S. firms through liberalized taxes; and (3) permission for the 
President to cut tariffs—maximum 5% a year—during the period. 


W. O. Douglas, said in part that; Thompson Co. and became top 
“the fact that the business involves|man on the Lever account. His 
the sale of personal service rather | Hollywood experience led him to 
than commedities does not take it|}employ' testimonials of movie 
out of the category of ‘trade’ with-| stars for Lux toilet soap. 

in the meaning of the Sherman 


Act.” w At the height of his career at 


tate Boards was not implicated, 
the court held. A major part of the 
defense was based on the conten- 
tion that “personal services ought 
to be accorded the same anti-trust 
exemption as other forms of 
‘labor’.”’ 


William Esty Dies; 
Started Agency with 
No Accounts in ‘32 


NEw YORK, 
Cole Esty, 59, chairman of Wil- 
liam Esty Co., died yesterday at 
his home in New Canaan, Conn., 
after a long illness. 


April 1, 
without a single 
account, after re- 


Walter 
son Co., where he | 


| 


| 


of the Lever 


was not until No- 
vember, 1932, 
that the new 
agency got its 
first account—R. 
J. Reynolds Tobacco Co. ap- 
pointed it to handle advertising 
for Camel cigarets and Prince 
Albert smoking tobacco. It has 
held the account ever since. In 
1952, the Esty agency had esti- 
mated billings of $37,000,000. 


William Cole Esty 


# Born in Urbana, Ill., and a 
graduate of Amherst College, Mr. 
Esty began his business career as 
western manager of Motion Pic- 
ture News in Chicago in 1915. | 
After World War I Army service, 


tising agency experience with J. 
H. Cross in Philadelphia. He la- 
ter joined Gorman Co. in New 
York. 

In 1925, Mr. Esty became an ac- 
count executive with J. Walter) 


Jan. 22—William | 


was v.p. in charge | 


Bros. account. It) 


The National Assn. of Real Es-| Thompson and in the depth of the 


depression, Mr. Esty resigned for 
reasons which have never been 
made public. During the bank hol- 
iday in March, 1932, he signed a 
long-term lease for expensive of- 
fice space and opened his doors 
| for business. 

“All Esty Needs Is Advertisers,” 
said a headline in AA, July 30, 
1932, but the article credited him 
with having “delved tirelessly in- 
to mass mind reactions” and with 
“the ability to sway masses.” 

“Mr. Esty,” the story said, 
“plans to attract accounts with an 
organization of aces. Representa- 
tives think he will succeed, and 
they are cultivating the new agen- 
|cy assiduously.” 


Mr. Esty founded his agency | 
1932, 


|@ That prediction proved remark- 
ably accurate. The first advertis- 
ing Mr. Esty prepared for Camel 


line, “It’s fun to be fooled.. It’s) 
more fun to know.” 

He was known as an authority 
on abnormal psychology and felt 
that a knowledge of abnormal 


effective advertising techniques. 
In 1948, the company was re- 


board chairman and James L. 
Houlahan, president. 
of the company is now entirely in 
the hands of the employes. 


RAMSEY OPPENHEIM 

San Francisco, Jan. 20—Ram- 
sey Oppenheim, 69, founder of 
Western Advertising, died yester- | 
day after a heart attack. 

Mr. Oppenheim was born in 


‘cisco in 1906. Long active in West 


(Continued from Page 1) 
a heavy invasion of tv and radio. 
Beginning Jan. 26, Dodge will 
take alternate weeks (with Lucky 
Strike) on ABC-TV’s Danny 
Thomas show. The division will | 


which makes its premier on the 
same network Jan. 31. 
In addition, Dodge is sponsoring 


‘radio, starting Jan. 28. 


e The Nashville Banner and Tennessean have stopped running radio | 


® Ford has announced no new ad- 
vertising ventures. In introducing 
‘its 54 models, however, Ford car- 
‘ried out the biggest advertising 
campaign in its history. Newspa- 
/per advertising was up 30% over 
1953’s operation, while introduc- 
tory magazine advertising reached 


4\a circulation of over 45,000,000— 


22% above the year before. Ford 
dealers also increased the size of 
their tv announcement operations 
from 107 stations in 1953 to 270 
for this year’s models. 
According to Jack W. Minor, di- 
rector of advertising and merchan- 
dising for the Dodge division, 
“Dodge’s decision to make two and 
three appearances on tv and radio 
each week reflects our recognition 
that this year’s new car market 
will be more competitive than at 
any time since World War II.” 


= Here’s how the Ford and Dodge 
closed circuit tv meetings will 
work: 

Dealers from all over the coun- 
try will meet at division points, 
hold a sales meeting, then view 
the television pitch originating in 
New York or (in Ford’s case) in 
Dearborn, Mich., and finally hold 
another meeting to mull over what 
they have learned. 

The Dodge tv broadcast, which 
will go to an estimated 15,000 deal- 
ers and salesmen, is billed as the 
largest ever in its class. If so, it 
will soon be outdistanced: Ford’s 
closed circuit affair a week later 
will go to an estimated 6,400 deal- 
ers and 18,000 salesmen. 

The Dodge “National Sales Con- 
ference” will go through closed 
circuits to 30 cities across the 
country and will feature William 
C. Newburg, president; R. C. Som- 
erville, v.p. in charge of sales, and 
L. F. Desmond, general sales man- 
ager. 


= The stars on Ford’s closed cir- 
cuit will be Henry Ford II, presi- 
dent; Ernest R. Breech, exec. v.p.; 
L. D. Crusoe, v.p. and general 
/manager, Ford division; Walker A. 


signing from J.|cigarets was the so-called “magic” | Williams, v.p. in charge of sales 
Thomp- campaign built around the head-|and advertising; L. W. Smead, 


general sales manager, Ford divi- 
| sion, and R. S. McNamara, assist- 
ant general manager. The Ford 
telecast will be watched in thea- 
ters or hotel grand ballrooms in 


emotions could shed light on more|31 of the system’s 33 division 


points. 
Grant Advertising is handling 


organized with Mr. Esty becoming the whole closed circuit operation 


for Dodge; J. Walter Thompson 


Ownership |for Ford. 


A minor aspect of both “meet- 


‘ings” is the likelihood that closed 
‘circuit tv may replace the regu- 
|lar national sales conference some 
| day. A Ford official told ADvERTIs- 
ING AGE that it’s a lot cheaper to 
‘hold a meeting this way than to 
“bring ’em all in’—and just as) 
satisfactory, he said. 


New York and came to San Fran- | 


| ® As for the auto industry in gen- 


also sponsor “Break the Bank »| 


|up to President L. L. Colbert of 
|Chrysler Corp., see the decline as 
hitting the competition. 

| None of the sales managers 
dared admit they would fall be- 
hind 1953 deliveries, but saw “our 
none-too-beloved rivals’ doing 
quite badly once the real show- 
down comes in the battle for the 
consumer dollar. 


a half hour of Roy Rogers on NBC | 


® “Rocket” Jones, general sales 

manager for Oldsmobile, for ex- 
/ample, is positive he can sell every 
‘car the company produces—and 
points with pride to the new line 
of cars Olds has trotted out for the 
1954 sales handicap. 

William Fish, sales manager for 
the Chevrolet division of General 
Motors, sees a somewhat “sharp” 
drop in sales, but reasons that the 
three less expensive cars—Chev- 
rolet, Ford, Plymouth—will fare 
much better than cars with a stif- 
fer price tag. 

The consensus on 1954 auto 
sales is that something like 15% 
fewer cars will be delivered, and 
that to stay even within this dis- 
tance of 1953 will require some 
expert selling. 


® Cadillac, which certainly has no 
sales problem with a backlog of 
72,000 orders, gave its suppliers a 
laugh in a little dramatic skit in- 
troducing its 1954 models. 

TV Star Kyle McDonald was 
shown in a Cadillac showroom 
drooling over the new models 
when she quipped, “How do you 
keep people from buying these 
cars?” 

“Oh, we have salesmen,” an- 
swered the sales chief. 

And that about sums up the at- 
titude of most of the sales execu- 
tives toward their organizations, 
studded with about 70% of sales- 
men who have never “sold a car.” 


s Studebaker was the first to cut 
back production and lay it to 
dwindling orders. 

In a page ad in the Jan. 11 Au- 
tomotive News Studebaker went 
beyond cut-backs to issue a “loy- 
alty pledge” to dealers. C. K. Whit- 
taker, v.p. in charge of sales, signed 
the page pledge, which was head- 
ed: “A factory must serve the 
welfare of its dealers to deserve 
the loyalty of its dealers.” 

In the text, Mr. Whittaker qnot- 
ed Harold S. Vance, Studebaker’s 
president, to the effect that, “In 
1954 we expect to produce only 
what dealers can sell at retail on 
a profitable basis...” 

Traditionally, nearly 50% of 
new car sales come in April, May 
and June, and it is necessary to 
produce above the sales level in 
the early part of the year to have 
sufficient cars on hand to meet 
the peak demand. 

The real sales pinch won’t show 
up until July, according to those 
who usually have an accurate feei 
of the market. Then will come the 
test, and the sales moguls are lin- 
ing up their best teams for the 
pending battle. 


@ One company advertising direc- 
tor said if and when the sales fight 
becomes hot the newspapers will 
see a flood of advertising such as 
they have never experienced. 

He pointed to the increased ad- 
vertising budgets of all companies 
|for new cars. 

“But this isn’t the real story,” 
he said. “Every company has a 


Coast advertising circles, Mr. Op- eral, every sales official and ex-/| large sum laid aside from unspent 


vertising Club. He retired 13 years | 
ago. 


| His son, Allan J. Oppenheim, | 
‘now publishes Western Advertis- distribute 5,000,000 cars this year the amount of money in this cate- 
ing, which will celebrate its 35th —a sharp drop from 1953. But gory, but there is reason to believe 


| 
‘anniversary next month. 


he sold space for Butterick Pub- penheim was among the early ecutive concedes 1954 will be a 
lishing Co. and got his first adver- members of the San Francisco Ad- | mighty tough year—for the other 


fellow. 
| Everybody is sure that the in- 
dustry will be hard-pressed to 


‘somehow these same men, ranging | 


—— appropriations in re- 
cent years. This is just extra am- 
/munition to be used in the heat of 
battle, and to stimulate sales.” 
The adman wouldn’t estimate 


| it will exceed $50,000,000. 
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Name Change Shows 
Export Ad Group’s 
Worldwide Scope 


New York, Jan. 19—Because of 
the worldwide scope of its mem- 
bers’ activities, the 15-year old 
Export Advertising Assn. today 
officially changed its name to In- 
ternational Advertising Assn. 

In announcing the change at 
the group’s regular monthly lunch- 
eon meeting, the association’s 
president, George Giese, who is 
also president of McCann-Erickson 
Corp. (International), reported 
that the association now has 510 
members, and that almost 25% are 
located in 30 countries outside of 
the U.S. 

The luncheon program was 
highlighted by talks on the im- 
portance of advertising abroad. 
Speakers included Don Thurman, | 
sales manager of Esso Standard | 
Oil S. A., Havana; Mariano Guas- 
tella, president of Guastella-Mc- 
Cann-Erickson S. A., Havana and 
Mexico City; and Goar Mestra, 
president of Cuba’s radio and tel- 
evision network, Circuito CMQ, S. 
A., and winner of the associa- 
_tion’s first international adver- 
tising award. 


} 
| 
} 


s In outlining the growth of busi- 
ness in the Caribbean area, Mr. | 
Thurman said that population 
has grown 40% in the past seven 
years—from 22,000,000 in 1946 to 
30,000,000 in 1953. During the 
same period, population growth 
in the U.S., he said, was only 24%. | 

During the same seven years, 
he said, the number of passenger 
cars in the Caribbean area in-— 
creased 94%; truck transportation 
increased 290%, and bus transpor-_ 
tation increased 440%. More than 
30,000 miles of improved high- 
ways will be opened this year in 
the area, he estimated, and avia- 
tion mileage probably will exceed | 
35,000,000 miles. 

“The Caribbean area,” Mr. 
Thurman said, “has become one 
of the world’s richest dollar mar- 
kets, and offers American manu- 
facturers a wealth of opportunity.” 


= With the aid of film and slides, 
Senor Guastella described his 
agency’s operations and in partic- 
ular the work it does for Esso in 
the area. He told how, when the_ 
oil company introduced its new 
gasoline in Cuba this month, the 
agency within seven days launched 
a teaser campaign, and within 15 
days created, produced and placed 
a complete campaign in operation 
in seven media—newspapers, mag- 
azines, radio, tv, outdoor, direct 


(ADVERTISEMENT) 
Elected to Presidency 


Thomas J. Riggs, Jr., has been elected 
president and director of the F. L. 
Jacobs Company, Detroit. A subscriber 
of The Wall Street Journal, Mr. Riggs 
says his is a “two-reader family”, be- 
cause Mrs. Riggs, too, looks regularly 
to the national business daily for use- 
ful, accurate information. Among The 
Journal’s 474,583 readers are 63,864 
company presidents. What an advertis- 
ing medium! 
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NEW RECORD-Newspaper linage hit a new peak in 1953 with a 4.1% increase 
over the ‘52 record. This Media Records chart shows total advertising up 145% 
over the 1933 low. Automotive led the pace last year, racking up a 30.3% gain. 


mail and point of purchase. homes. 

Senor Mestra described his com- Mr. Giese reported that the 
pany’s radio and television oper-| growth of the association reflected 
ations in Cuba. Circuito CMQ, S.|the growth in international adver- 
A., he said, operates six stations/| tising. 
on its radio network serving 900,-| “In 1939,” he said, “the volume 
000 radio homes, and operates of export advertising placed di- 
five tv stations serving 130,000 tv rectly and indirectly [i. e., by for- 


eign branches and affiliates] to- 
taled an estimated $75,000,000. 
Last year, with many more USS. 
‘companies operating branches or 
‘affiliates than prewar, it is esti- 
/mated that a total of $200,000,000 


| was spent. The estimate of export | 


advertising expenditures for 1954 
‘is $225,000,000. 

“In addition to executives of 
several hundred leading manufac- 
turing companies,” Mr. Giese said, 
'“U. S. membership in the associa- 
tion includes executives of 30 
agencies handling 978 internation- 
al accounts. In the publishing field, 
‘there are executives of 28 pub- 
lishing companies distributing 109 
publications abroad with an ag- 
gregate circulation of 10,500,000; 
there are 19 U.S. representatives 
of 862 foreign publications with an 
“aggregate circulation of 54,000,- 
/000, and representatives of 280 ra- 
dio and tv stations with audiences 
/reaching many millions.” 
| 
Establishes Annual Ad Award 
_ John Shrager Inc., New York 
jagency, has established the John 
i\Shrager Annual Award for ads 
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|producing the greatest number of 
visible returns directly from ad- 
'vertising, based on the amount of 
/money invested in the ad and ac- 
‘tual revenue derived from it. To 
_be granted at the end of the year, 
/plaques will go to the top 10, and 
$500 to the copywriter who pro- 
duced the most successful ad. Di- 
rect mail, tv and radio commer- 
cials, as well as other forms of 
published or broadcast copy, will 
be included in the awards. 


Brown & Bigelow Boosts 2 


Thomas J. Rurik has been pro- 
moted to v.p. and sales promotion 
manager of Brown & Bigelow, St. 
Paul advertising specialties com- 
pany, and Charles H. Parton was 
named v.p. and sales manager of 
the eastern division. Mr. Rurik fad 
been assistant to the v.p. in sales 
planning and policy. Mr. Parton 
joined Brown & Bigelow last Oc- 
tober. 


Star Co. Boosts Wahlstedt 


Arthur C. Wahlstedt has been 
named business manager of Kan- 
sas City Star Co., publisher of the 


Kansas City Star and the Kansas 
City Times. 


Please excuse our dust... 


Since V-J Day, the West Coast 


sounded with gladsome Chamber of Commerce 
cries as the covered wagons continue to deposit 


new arrivals. 


The City of the Angels spawns new chicken 
wire and stucco subdivisions, water shortages, 
traffic jams and smog; meanwhile plaintively 
cautioning incipient immigrants that Advance 


Reservations are advisable. 
Southern Florida each season 


of winter visitors with fresh-sprung townsites, 
and telephone directories of new settlers who 


even spend the summer there. 


And one time whistlestops all over the map 


show sprouting suburbs. 
Population—it’s wonderful! 


Wane most communities hail 


blessings, New York is as silent as North Dakota, 


which had none. 


Population is nothing new in these parts. It’s 
been around a long, long time. After the first few 
million, the novelty wears off. During the rush 
hours, Population can be a darn nuisance. 

In sober fact, having known more population 
than other places for a couple of centuries, New 
York gains more population than other places. 

The 1950 Census credited City 
with a decade growth of 1,483,429—an increase 
larger than the total population of any but the five 


largest US cities! 


Currently in thisarea, the population increases 
more than 3,000 every week—an annual increment 
almost equivalent to another Tulsa, without the 


welkins have 


disadvantages of Oklahoma! Or almost another 
Hartford, Conn., where national advertisers try 
to see if advertising sells something. 


‘eda t 


New York’s spectacular spread comes from 
propagation, the longer life span, and influx. 
Every year enterprising industries leave the 
locales of their origin, to set up headquarters in 
Manhattan skyscrapers; and settle transplanted 
employees’ families in Queens apartments or ranch 
houses in the suburbs. 
The quota busters in every business bid for 
the firm’s New York office, as the fastest route to 


bugs the eves 


pelf, promotion and vice presidencies. 

The bright young folks forsake the burgs of 
their birth to bring their talents to the Big Town. 
The guys and gals with more red corpuscles, or 
a kinetic something in their souls—come to try 
on for size the world’s biggest marketplace. 


Siete Comaiin For lotus eaters, the sun and security seekers, 


the minimum workers and wanters, other places 
have more lure. The migrants to this metropolis 
crave the climate of Opportunity, and the Big 
Chance to become Better Customers! 


and Suburbs 


New york is not only this country’s biggest 
and best market, but bigger and better than ever 
—with more than fourteen million people, four 
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TIME FOR DECISION—Looking over entries submitted in Practi- 
cal Builder’s 4th annual Merchandising Awards competition, 
in which prizes are awarded for the best home-selling programs, 
are (left to right) Jack K. White, director of public relations, 
Marquette Cement Mfg. Co.; George H. Alarik, ad manager, 
, Insulate division of Minnesota & Ontario Paper Co.; Richard 

Lowell, director of advertising, United States Plywood Corp; 

Norbert Bisanz, builder, Bisanz Bros. Construction Co., and James 


M. Lange, executive editor of Practical Builder. Sponsored by 
Practical Builder, the competition was won by Del Monte Con- 
struction Co., Phoenix (merchandising prepared by Barney 
Schreiber, Architectural Homes); C. B. Kelley & Co., Nashville, 
and Carey Construction Co., Denver (for merchandising which 
was prepared by Claude Ramsey, Wm. Kosta & Associates, 
Denver), in the 1-25 homes group, 26-100 category, and over 
100 group, respectively. 


Form Botts Ad Agency |Hammond-Botts Inc., Orlando,| spectively, president and secretary. 
Willard E. Botts and Mrs. Ruth Fla., agency, have formed Willard Offices are at 649 N. Orange Ave., 
Kinney, formerly associated with E. Botts Advertising, and are, re-' Orlando. 


| Consent Judgment Writes ‘Finis’ to Bitter 
Four-Year Hassle Between A&P, Government 


| 
(Continued from Page 2) 


‘petitive areas. 
4. Not sell its own manufactured 


3 food products to its own retail 


‘units at less than its regular bill- 
| ing prices, for the purpose of evad- 
ing state minimum markup laws. 


# These terms satisfy the govern- 
ment, which had originally 
charged that A&P made itself “im- 
pervious to competition by impos- 
ing unreasonable restraints of 


trade upon competitors at all lev- 


els of the food industry from farm 
to table’ and had further com- 
plained that the company got price 
preference over its competitors by 
threatening to withhold patronage 
from various suppliers. 

Ralph W. Burger, president of 
A&P, expressed satisfaction and 
said that the case “is at least out 
of the way” and that the agree- 
ment “constitutes recognition of 
| the fact that there is nothing basic- 


The population of New York City and suburbs 


is increased by more than 3,000 people every week 


million families! And growing faster than ever! 

And no other market anywhere has The News 
—with more than two million circulation! 

All you need to know about The News is that 
New Yorkers like it better than any other news- 
paper—like it enough ¢o go out and buy it from 
newsstand or store every day in the year! 


certainty and effect, at a lower cost. 


where, and why! Call any office. 


. 


THE [ff NEWS, New York’s Picture Newspaper 


with twice the circulation of any other newspaper in America... 
220 East 42nd Street, New York City . . . Tribune Tower, Chicago... 


No other newspaper, magazine, TV or radio 
station in New York reaches more New Yorkers 
—or delivers your advertising message with more 


If you need to find business this year, a News 
representative will be glad to show you how, and 


155 Montgomery St., San Francisco . . . 1127 Wilshire Blvd., Los Angeles 


ally wrong with our traditional 
policy of selling good food cheap.” 


@ The government civil suit was 
brought in 1949 after A&P had lost 
an earlier criminal anti-trust ac- 
tion incorporating the same charg- 
es and tried at Danville, Ill., in 
1945 and 1946. The company had 
to pay a fine of $175,000. A court 
of appeals upheld this conviction 
on Feb. 24, 1949, and A&P made 
no consequent appeal to the Su- 
preme Court. 

It was after the government 
brought its civil suit that A&P 
began its advertising and pub- 
lic relations campaign via Paris 
& Peart and Carl Byoir & Associ- 
ates. The advertising, which ran in 
2,000 newspapers, probably made 
the public more than usually 
conscious of an anti-trust suit. A 
Gallup poll at that time revealed 
that two-thirds of the American 
public was aware of the suit. 
About 30% of those questioned 
favored A&P, 16% favored the 
government and 20% had no opin- 
ion (AA, Nov. 21, 49). 


Directory of Supermarket, 
Grocery Chains Published 


An increase of 222 companies in 
the field of food chains is noted 
in the 1954 directory of grocery 
and supermarket chains just pub- 
lished by Chain Store Business 
Guide, 2 Park Ave., New York, 
an affiliate of Chain Store Age. 
However, because of the growth 
of one-store operators who have 
added one or more units, the study 
points out that there are 538 fewer 
stores in the field, as compared 
with 1953. 

In a _ regional survey, Chain 
Store Age found that a national 
average gain of 4% over Novem- 
ber, 1952, continued from coast to 
coast for food store chains in No- 
vember, 1953. In drug store sales 
volume, the magazine’s survey 
noted a 1.3% decline for the same 
period, less of a decrease than most 
other lines of retail trade. 


Two Join Wilson, Haight 


Victor J. Luhrs, formerly with 
Batten, Barton, Durstine & Os- 
born, New York, and Donald R. 
Holland, previously with U. S. 
Hoffman Machinery Corp., have 
joined the Hartford, Conn., crea- 
tive staff of Wilson, Haight, Welch 
& Grover. 


—_ 


10 OPEN THE DOOR 


70 THE 
CONSTRUCTION 
MARKET 


Multi-Billion Dollar 
INDUSTRY 


Associated Construction Publications 


Construction Construction Bulletin 
Construction Digest Constructioneer 
Construction News 
Michi Contractor 

ond Builder Mid-West Contractor 

Mississippi Valley New England 
Contractor Construction 
Rocky Mountain Southwest Builder 
Construction and Contractor 
Texas Contractor Western Builder 


For Information Write: 


G. L. ANDERSON, Sec'y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn. 
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So what if a new cold wave is on the 
way? According to The Almanac, out 
on Colfax Avenue a week-old kitten 
has found a fireside in classic Orphan- 
of-the-Storm tradition, and cat owners 
predict a brilliant future for this new 
solutien to feline over-production. 

Who cares if another blizzard is 
expected? You can still warm yourself 
with thoughts of the Christmas card 
received by one Minneapolis family 
and ominously inscribed, ‘“‘God bless 
youand protect you from Aunt Carrie.”’ 

On the front page of the Minneapolis 
Morning Tribune, floating happily in 
the sea of portentous headlines and 
glum happenings that dampen the 


ates cage ete 


typical day’s news, is a little island of 
normalcy called The Almanac, a refuge 
for gentle souls where a man can re- 
charge his sense of humor, find balm 
for a battered spirit and new courage 
to face a second cup of breakfast coffee. 


Ostensibly a weather report column, 
The Almanac is the daily delight of a 
legion of MinneapolisStar and Tribune 
readers, most of whom don’t care 
what the weather is so long as the 
stories are good. Consequently The 
Almanac provides only a capsuled and 
perfunctory forecast to justify its title 
before getting on with the serious 
business of trivia: an amalgam of mis- 
adventures, signs and wonders noted 
by Almanac enthusiasts around the 
Upper Midwest and gleefully for- 
warded by the mailsackful to the 
Minneapolis Tribune. With corre- 
spondents on the spot, The Almanac’s 
advantage over competition is obvious. 
Example: the clear news beat recently 


scored over The New Yorker in report- 
ing the brisk slogan of a Jackson, 
Minnesota, hotel: ‘“‘Closer to every- 
thing, including better hotels.’’ 


The Almanac is typical of the many 
unique news features, specialized 
columns and departments initiated by 
the Minneapolis Star and Tribune to 
evoke reader interest and stimulate 
reader participation, thus fostering 
the indefinable personality which 
makes two of the nation’s largest 
newspapers true “home town’’ papers 
both in spirit and in fact, throughout 
a 224-county area in 4 states. 


Minneapolis 
Star ard Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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